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A general view of the Easter Parade on Fifth Avenue, New York City, taken from the top of a bus at Fifty-third 
Street, showing members of New York society leaving the Church of St. Thomas 


The Big Parade of Fashion 


Footwear Caught the Eye Nationally, 


ASTER—the great day of 
K miracles—churches become 
again the center of Easter in- 
terést, and the big parade of fashion 


fits into the picture of Easter. Be 
it known nationally that Easter was, 
in a footwear sense, a great national 
festival. 

The big parade on Fifth Avenue 
in New York was over 200,000 
strong. New York went pedestrian 
on Easter. To walk to church was 
the thing. It was a sunny, pleasant 
day, and many of the churches 
could have put out signs “Standing 
Room Only.” The day, as a fashion 
festival, was like an Easter of 


Displacing Millinery 


twenty years ago, but with this re- 
markable difference—footgear took 
the place of headgear in fashion im- 
portance. 

Maybe it was because Easter was 
the first real spring holiday of the 
season. Business men who serve 
the public through stores have 
learned by the early dating of Easter 
that weather has an important part 
in any festival. Perhaps too great 
a stress was placed on the Easter 
date line. Maybe it would be better 
for merchants to consider spring as 
a festival spreading over the months 
of March, April and May. 

At any rate, very few merchants 


were satisfied with the volume of 
business developed in February and 
March. They had set their hearts 
on the public anticipating its wants 
for spring merchandise and making 
merry music on the cash register in 
February and March of pre-Easter 
purchases: The weather interfered. 
Things were somewhat balanced by 
the rush of business in the last 
seven days previous to Easter. For 
example, Palm Sunday. Saturday, 
being the day prior to that day of 
the church calendar, was one of the 
greatest selling days of the year. 
Easter week in many parts of the 
country had every variety of weather 
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Easter Garb 
in Texas 


Here are three Texas 
flappers in their 
Easter finery. Down 
on the Rio Grande, 
big boots are every- 
day wear and not 
just a new fashion 
note. Texas was 
wearing Wellingtons 
long before London 
or New York. Below 
is a close-up of the 
latest thing in boots 
for Texas cow-girls, 
combining style with 
utility 











Inas- 
much as weather does influence pur- 


from snow to hot sunshine. 


chasing, some localities did good 
business and others did not. For 
that reason our survey of what has 
been sold, and the volume of sales, 
was not a good barometer of busi- 
ness. Weather was the influence. 
It made one town’s business good 
and another’s bad in that period. In 
considering business nationally, the 
great difficulty of making an Easter 
sales chart is the more apparent 
when you realize the difference that 
weather makes in a season that has 
had much too much of unfavorable 
buying conditions, due to the in- 
ability of the customer getting in 
the mood or to the store for buying. 





One of the strange featares of 
merchandising this year has been 
the fickle attitude of the public 
towards merchandise. In some com- 
munities everything was salable. No 
pattern was more wanted than an- 
other, or no material or color. Ina 
neighboring community not many 
miles away, nothing was wanted. It 
seemed as though in that town the 
public had no mood for purchasing 
commodities. 

In some parts of the country five 
week days, Monday to Friday, are 
almost valueless when it comes to 
volume of footwear sold at retail. 
The public buys on Saturday and 
considers Saturday afternoon as the 
best time for retail purchases. There 
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is no explanation for this quite gen- 
eral disposition on the part of the 
public to push all of its purchasing 
into the later part of the week. 
Heavy advertising on Sunday has 
helped some to make Monday a sales 
day, but usually at bargain prices. 

A similar situation developed in 
reference to Easter buying. For 
more than a month there were days 
of the week when the total sales 
would not cover the payroll of the 
store. Then came the three days 
previous to Easter, and into this 
short period was jammed the entire 
buying wants of an Easter season. 
There is no explanation for this. So 
the situation stands that Easter is 
a fashion function of much impor- 
tance, but not of the major impor- 
tance anticipated by most merchants 
in all lines of business. 


HE idea of a spring season cov- 

ering a period of weeks in April 
and May in which buying is on sea- 
sonable merchandise is more in line 
with public interest and demand. 
One thing is certain—stores have 
sot to make themselves adaptable to 
the whims of women in buying when 
they please and how. If buying is 
to be spotty and if local newspaper 
advertising won’t correct it, then the 
thing to do is to make the most of 
the situation. We are passing 
through a very unusual period in 
merchandising. 

The public itself was hardly aware 
of the importance of the Easter 
festival as a fashion event. It was 
a surprise to many of the trained 
observers of Easter parades on 
Fifth Ave., and the fashion streets 
of this country, that here was a 
new phenomenon—pecple prome- 
nading to show their fine fashions. 

If any branch of merchandising 
had its day of opportunity it was 
the shoe end of apparel. Certainly 


‘ there was nothing of great novelty 


in feminine headgear. Fifth Ave- 
nue was a joy to the eye in an ankle 
sense—more power to the popularity 
of footwear. Men, young and old, 
went in for black overcoats with 
velvet collars, striped trousers, black 
shoes, gray spats and canes, derbies 
and plug hats. Those were precisely 
the togs for such a day and in keep- 
ing with shoes for the occasion. 
The lesson to be drawn from it all 
is that maybe we are having a re- 
vival of Sunday as a dress-up day, 
with Easter setting the pace for 
many weeks to come until that time 
when golf may spoil the style pic- 
ture. Certainly the shoe plays a 
more important part in the fashion 
parade of Sundays, and in that sense 
shoe merchants are the gainers. 
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Customers and Howto Handle’Em 


floor manager in one of the 

largest stores of one of the 
largest Middle West cities have 
opened the eyes of the writer. He 
has seen customers handled rightly 
and wrongly. He has seen women 
leave the store who should never 
have been allowed to leave and who 
would not have left had they been 
properly handled. And, from the 
depths of his experience, he has 
written the BooT AND SHOE RE- 
CORDER as follows: 

“One point on which every retail 
shoe merchant will agree is that 
most women, when buying shoes, as- 
sume a temperament similar to that 
of the petted prima donna. They 
insist on their every whim being 
satisfied; and most of them have 
learned, particularly when an ad- 
justment is under discussion, the 
potency of the battlecry: ‘If you 
don’t do what I want, I’ll close my 
account.’ 

"It is my belief that the floor man- 
ager, above all else, must be as 
shrewd a judge of mood and tem- 
perament as the best of Uncle Sam’s 
diplomats. The moment the door is 
open the floor manager must take a 
swift look and decide what manner 
of woman this is who is heading for 
the fitting stool. They’re all dif- 


‘ ) forms months of acting as 


By a Floor Manager 


ferent. The floor manager must 
KNOW, before addressing the cus- 
tomer, whether he has chosen the 
correct method of approach. 

“IT have come to the conclusion 
that there are two general types— 
the one who enters the store with 
confidence and an appearance of 
‘I’ve been here before’; and the one 
who probably has never been in the 
store before but who is going to de- 
mand some real service before she 
gets out. 

“The first one should be met with 
the courteous familiarity which is 
reserved for your oldest and most 
favored customers. Fit yourself into 
her mood and let her feel that you 
realize she ‘knows the ropes’ and re- 
quires little assistance from you or 
your salesmen in making a choice. 
It doesn’t make any difference 
whether she has never been in your 
store before. If she chooses to adopt 
the pose of a veteran customer, let 
her get away with it. 


66 HE other type—the service de- 

mander—should be met with 
the suave greeting of the polished 
diplomat. Listen to every word she 
has to say even if you have heard 
the same story fifty times before 
from other customers. It’s an old 
story to you but it is the only one 


she knows. Therefore, assume all 
the appearance of attentiveness and 
genuine interest. A smile, if you 
can summon a real one to your lips, 
is a valuable weapon with this type, 
but don’t make yourself, in smiling, 
look like a four-out-of-every-five 
dentifrice advertisement. Make it 
a real one. 


the utmost in service should 
never be allowed to. grow irritated. 
At the first sign of real irritation, 
turn her over to another salesman. 

“Never allow your salesmen to 
take customers out of turn if it is 
humanly avoidable. This is the most 
frequent source of irritation. Wher 
it does happen, however, express 
your surprise that such a thiny 
cculd possibly happen and sternly 
order one of your salesmen to give 
Mrs. immediate attention. This 
usually saves the day. 

“Stop a walk before it becomes a 
walk. It is practically impossible to 
get customers back on the selling 
floor after they have got as far as 
the door. Perhaps the hint that few 
people have been known to leave a 
store with one shoe off may serve 
to point the way to solution. Gener- 
ally speaking, men are far easier to 
handle than women.” 


wh customer who demands 
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How Nine Shoe Merchants 


“Mount Their Footwear 


Luxury is a leading Ameri- 
That is why mil- 


UXURY is an old human desire. 
lions are spent yearly in fitting out 


can trait. 


retail stores. People want nice 
things and they go subconsciously 
to nice things. Fittings make it 
easier for them to open their 
pocket books. Fittings, further- 
more, protect them because a mer- 
chant who will put thousands of 
dollars into appointments is cer- 
tainly not going to sell merchan- 
dise that is not of a grade that is 
suggested by the finest of those ap- 
pointments. Then there is the mat- 
ter of confidence which is not the 
least of a merchant’s worries. 
Carrying all this preparation to 
influence customers into advertis- 
ing is a real job. Out of a thou- 
sand ads there are a few bright 
methods for doing this picked and 
shown. There is none the less the 


need for imagination on the part 
of merchants. Good merchandising 
sense tells one to keep advertising 
from being detached. Years ago it 
was much harder to get any bril- 
liance into advertisements, but to- 
day it’s different. 

Since manufacturers have gone 
to the bottom of the sea to get 
leather and to Southern climes for 
snake skin this is all changed. 
They tell us that there is an inex- 
haustable supply of sharks, there- 
fore it may be that there will never 
be any dearth of material for at- 
tracting more eyes to shoe adver- 
tising. Right in the shoes to be 
advertised is to be found the motif 
for the ad. 


Every Art Treatment Used 


The artists’ pen is a ready tool. 
Solid blacks, ben days, shaded lines, 
feather-weight lines, etc. Follow 


one after the other in a steady pro- 
cession of eye-catchers. It demon- 
strates without question that there 
is still something new in shoe ad- 
vertising. 

What every merchant needs to do 
is to buy more of the artists’ imag- 
ination. We are going in for ef- 
fects today so why not let the 
artist dramatize one’s merchan- 
dise. 


The Meaning of the New Era 


The celebrated bargain town is 
sliding backward into history fast. 
It has been demonstrated that there 
are no bargains; there never was. 
Now that the feeling of quality has 
gotten into advertising every one 
can feel that the road to better 
business has been seeing a lot of 
traffic, and where there is plenty 
of travel you will always find plenty 
of road improvement. You take, 
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for example, the Oppenheim-Col- 
lins & Co. advertisement and find 
the arch decorative design used in 
a way that a few years ago would 
have seemed quite superfiuous. 

Today the usage of this idea 
demonstrates simply -and positive- 
ly that tastes are becoming more 
refined. Merchants are doing every- 
thing to forward a greater appre- 
ciation of nicer things and finally 
they have gotten to a pqint where 
they can do with their advertising 
exactly what they 
started to do with their 
stores a decade ago, 
and the circle is com- 
pleted. Today you can 
look at an ad and form 
an almost accurate pic- 
ture of the store. 

Heretofore it has 
been hard for a person 
looking at the mer- 
chants’ ad to really pic- 
ture the fineness of that 
merchant’s goods. The 
old customer, of course, 
knew all this but it 
seemed that the new 
customer was forgotten, 
at least in the adver- 
tising. Perhaps’ the 
automobile has changed 
us, such an easy mode 
of travel that brings a 
continuous stream of 
outsiders to every Main 
Street. But, of course, 
this is not the only fac- 
tor. 

There are plenty of 
others and whatever 
they are we have this 
result, that whenever a 
merchant has anything new to show 
his public he is able through the 
greater use of the artist’s ability to 
immediately broadcast that new 
thing. The old horse and buggy 
method of transportation is past. 

A diamond in the rough may be 
a perfectly honest and good term 
when applied to persons, but with 
merchandise it’s different. If it 
takes too long to get acquainted 
with the real value of a pair of 
shoes, for example, the sale is 
either lost or delayed so long that 
it becomes unprofiable. If there’s 
any way to speed up appreciation 
and desire, use it for better busi- 
ness. 


EXHIBIT NO. 1—Here you . see 
shoes in their natural setting. 
The reader may picture him- 
self in the position of trying 
on the shoes and regarding 
proper hose. It’s a good sug- 


The new leathers are stimulating imagination. 
was a better chance of getting originality into advertising 
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gestion, and shows footwear— 
shoes and hose. 

(From a Saks-Herald Square, 

York, advertisement) 

EXHIBIT NO. 2—Aristocratic. This 
feeling springs up unconsciously 
when looking at shoe pictured. 
The price seems justified, what- 
ever it is. 

(From a B. Altman & Co., New York 
City, advertisement) 
EXHIBIT NO. 3—Perhaps_ the 

geometric design fad is respon- 


New 


sible for this. 
and base are distinctive, 
there’s value in that. 


(From an Oppenheim, Collins & Co., 
New York City, advertisement) 


EXHIBIT NO. 4—For variety of 
treatment the background draw- 
ing shown has it. The two- 
column ad in which it shows 
was strengthened. The man’s 
figure speaks strongly of dig- 
nity. The shoe is classed as a 
dignified model. 


(From Hess, Baltimore, Md., advertise- 
ment) 


EXHIBIT NO. 5—Quite the opposite 
of Exhibit 4. This shoe is 
cataloged as a youthful model 
and attracts logical buyers of 
such a shoe. Attracting the 
right person may be said to 
constitute 50 per cent of an ad- 
vertisement. 


(From W. G. Simmons, New York City, 
advertisement) 


The background 
and 


There never 


49 


EXHIBIT NO. 6—This is a style of 
shoe drawing that is seldom seen 
anywhere. Without looking at 
the name Thayer McNeil one 
knows this shoe is a good one. 
This picture will attract men 
who know good things when they 
see them. 

(From Thayer McNeil Co., 

Mass., advertisement) 

EXHIBIT NO. 7—This picture sug- 
gests that the shoe is a velvet 
with patent trimmings. The 

background points 
definitely to that 
idea and if the shoe 
is not velvet or at 
least some fabric 
then the illustration 
is misleading. (Ah! 
the ad says suede 
which has_ some- 
what the same ap- 
pearance of fabric.) 


(From Lord & Taylor, 


Fifth Avenue, New York 
City) 


Boston, 


EXHIBIT NO. 8—This 
is a nice way of giv- 
ing a shoe some- 
thing on which to 
stand. Little 
touches make an 
advertisement. 


(From Macy’s, New York 
City, advertisement) 


EXHIBIT No. 9—If one 
can make a cus- 
tomer see himself 
doing anything the 
sale is fairly well on 
the way to a close. 
Care should be ex- 

ercised not to crowd an ad. 


(From Welton’s Boot Shop, Syracuse, 
N. Y., advertisement) 


Atlantic City Holds Style 
Show 


ATLANTIC City, N. J.—The second 
style review and dance of the At- 
lantic City Shoe Retailers’ Associa- 
tion was held at the Ritz-Carlton 


Hotel during the latter part of 
March. This was a big event, but 
Herman Schwartz of “Schwartz’s 
Good Shoes,” one of the good 
boosters for the association, writes 
that the association is “all set” to 
put across an even bigger style re- 
view. A slogan for the association 
was adopted, as follows: “Look at 
Your Shoes—Everyone Else Does.” 

The officers of the Atlantic City 
Association are: L. Githens, presi- 
dent; L. Shapiro, vice-president; R. 
Githens, secretary; M. Marks, treas- 
urer. 
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Style Insanity or Genius 


N the history of the progress of footwear as 

written a number of years hence this year will 

be pointed out as a great year of change. Ankles 

have achieved a place in the eye of fashion of ma- 
jor importance. 

A millinery association met recently and frankly 
stated that unless something revolutionary ap- 
peared in hats for women their business was on 
the rocks. A hundred women may pass a given 
spot on Fifth Avenue and all eyes center on the 
footwear, with scant attention to the hats—the 
observer need not be a shoeman to sense the ankle 
age of fashion. 

Certainly the millinery man is doing all that he 
can to bring about a change of hats. He is using 
all the instruments of color and design to make his 
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article of wearing apparel more salable. The 
bobbed hair and the closed car have made the big 
hat as obsolete as the iron bound corset and the 
18-in. high lace boot. 

Fashion certainly is moving in the direction of 
the shoe store. The interest in footwear for every 
hour of the day, a different type for every gown, 
makes us emphasize the thought “no woman ever 
gets enough pairs of shoes.” 

We are now seeing a development of straw in 
footwear. We had occasion recently to see fine 
woven Panama hats, intricate in design, slashed 
up into shoe vamps. The hats were worth ten dol- 
lars at wholesale, and only two pairs of vamps 
could be obtained out of a hat. Panama straw in 
«i variety of designs and colors have made a new 
department in footwear typically summerish and 
remarkably effective. 

One associates the term straw with something 
harsh and breakable, but these were soft as leather 
and equally as pliable. 

The use of Raffia, of lace, of metal mesh, in fact, 
anything in a material form can be put into fine 
footwear. There is no limit to the possibilities. 

A complete new period of style is ahead in the 
use of reptile leathers. All of the animals of the 
jungle are being sought for their skins. The real 
leathers are finding their place in the very top 
grade footwear, and the remarkable imitations are 
penetrating all grades of footwear. Never were 
shoes more distinctive. 

With this new development there comes a great 
number of problems. It rests with the trade as to 
the development of these fine fancies in footwear. 
We are seeing modernistic and geometric patch 
work shoes accepted by the public because they 
make the feet look smaller. These same shoes, if 
shown to a merchant who still lives in the ideas of 
ten years ago, would be ranked as lunatic styles. 
Maybe the style game is on the fringe of insanity, 
but that same fringe also contains genius. 

The shoe trade has an opportunity now that 
ankles and feet are the center of attention to.make 
per capita consumption jump upwards. The one 
great caution is to advise the trade that with all 
this style, get a profit. The woman who wants 
these elaborate shoes is willing to pay the price 
for them. They are perishable. If every hour of 
the day has its shoe possibility, it also has its profit 
possibility. 


gaoe Go-getters with Grips 


N a small city not far from the Pacific Ocean 
a live shoe merchant was called to the phone. 


’ He answered politely but firmly that he could not 


run in to the city to look at a line of samples. He 
was very busy, he said, his clerk was off for the 
day, he had no one to take care of the store. If 
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the samples were brought out to the store he would 
be glad to do the courteous thing. Returning to 
his desk he remarked to the writer: “There is 
another case of the fat and lazy shoeman. That 
was a traveling salesman. He is at the So-and-So 
hotel and wants me to drop everything and run to 
take a look at his samples. If I did that for every 
salesman who phoned me I would be in the city 
more than in my store.” 

He went on to say: “There are a lot of us shoe- 
men, I am sorry to say, that have not awakened to 
a realization that the war is over. Many of them 
were spoiled by the easy times and the conditions 
that made it possible to sell any old thing at any 
old price. Traveling salesmen who are getting 
business today are going out after it. Some of the 
big boys feel that it is not beneath their dignity 
to step onto a car with a sample case and run out 
to see us fellows in the smaller towns.” 

“How about the retailers, are some of them still 
living in the war time atmosphere?” . 

“Too many. There are retailers who seem to 
fee] hurt that they have to use any effort whatever 
to get business. But they are growing scarcer all 
the time. They are either failing, going out of 
business, or getting next to the times. I tell you 
that we are in a period where shoe men must get 
out of their shells and become active go-getters. 
Old methods, old ways, are gone. We face the stern 
fact that a new age has come. And if we are to 
live we must keep step with things as they are— 
not as we would like to have them.” 


Does Shoe Idealism Pay? 


GROUP of shoe men were discussing certain 

phases of the business at a luncheon. One 
man advanced the opinion that the public is un- 
grateful, that it does not appreciate service. He 
said that he had tried for many years to be of real 
service to humanity in the matter of fitting feet, 
prescribing certain types of shoes, pointing out 
dangers of wearing wrong shoes, etc. The in- 
gratitude of the people had disheartened him, he 
said. Now he was giving them what they seemed 
to demand regardless. 

Another man remarked that it was true that 
people were unappreciative, and, most of all, the 
mothers of children. They resent, he said, any- 
thing that seems to reflect upon their judgment in 
the purchase of shoes for the child. He had given 
up the selling of children’s shoes for that reason. 

It seemed to be the consensus of opinion that 
children’s shoes were unprofitable and that the 
average store was justified in throwing them out. 

The opinion was voiced almost unanimously that 
shoe men were compelled to give people what they 
wanted and to let service come along as it might. 

A timid voice arose to question all this. The in- 
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quirer wanted to know if service, after all, was 
not the best asset a store could have. He asked 
if it were not true that a child properly fitted and 
protected against maiming or crippling would be- 
come an asset to the store. He cited such stores as 
Robinson’s in Kansas City, Potter’s in Cincinnati 
and others, where children’s shoes received extra 
special attention. But he was hopelessly in the 
minority. He was talked down and silenced. 
“Tdealism,” remarked one of the hard-boiled shoe 
men, “is a fine thing on paper. It sounds well in 


aspeech. It is a nice thing to listen to after a good 
luncheon. But the man who practises it will go 
broke.” 


The idealist ventured one more suggestion. Is 
it not possible for shoe men to educate people to a 
better appreciation of their shoes? Can we not 
bring people to a better understanding of the 
meaning of service? Why not join in a concerted 
movement to tell people the truth about shoes and 
the thousand and one reasones why they should 
buy and wear better shoes that were correctly and 
scientifically fitted. A newspaper campaign of 
propaganda, he asserted, might cure a lot of the 
evils. Once more the chorus of disapproval arose. 
It couldn’t be done, they said. People would not 
read newspaper talk of that kind. 

The idealist had one more shot in his locker. 
He fired it then. “Did any of you gentlemen ever 
hear of Red Grange?” he asked. Of course they 
had. What a silly question. ‘Well, who ever 
heard of him two or three years ago? What was 
it that made him a national hero almost over night? 
What was it that made Red Grange a potential 
millionaire in twenty-four hours? What was it 
but newspaper propaganda? One day an obscure 
football player. Next day a professional with hun- 
dreds of thousands of dollars in his fist. Did the 
public pay any attention to newspaper stuff?” 


A Profit or a Loss 


SHOE store has $1,000 worth of shoes that 
are entirely unsalable, has carried them for 
several years, marking depreciation each year, un- 
til the lot has been marked off as a loss of $1,000. 
The store decides to put on a sale. The worthless 
shoes are included and sold along with others. 
Careful accounting of sales of the worthless shoes 
shows that they have brought to the cash register 
actually $250. 

Is it a gain of $250 or a loss of $750? 

Should the dealer consider himself $250 to the 
good or should he tell himself that his loss on the 
lot is only $750? 

Will some shoe merchant or financial expert give 
an answer to this problem and oblige a dealer who 
has been puzzling over it? 
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From Credit to Cash Basis 


THE INQUIRY— 


Please give me some information about how to change from a credit-and- 
cash to a cash business.—From a Shoe Store in lowa. 


THE ANSWER— 


F you have definitely decided to 
| etnee your business policy by 

withdrawing the facilities for 
charge accounts which your store 
has been extending to customers, a 
suggestion about how to do it is first 
in order. 

There isan historic illustration of 
how to go about anything like this. 
In 1862, during the Civil War, the 
United States Government  sus- 
pended specie payments and author- 
ized the issue of paper money as 
legal tender, thus reducing the 
country to a paper standard of cur- 
rency by causing the gold to disap- 
This brought endless trouble 


pear. 
and losses, Something had to be 
done. Congress talked a great deal 


about how to get back to the old 
basis. One of our famous states- 
men said: “How shall we resume 
specie payments? The way to re- 
sume is to resume.” And in 1875 
Congress committed this Govern- 
ment to the redemption of the paper 
money or “greenbacks” and the re- 
sumption of specie payments. 

There is a suggestion here for 
vou. If you are going to stop ex- 
tending credit to customers, just 
stop. 

As to procedure, consider these 
five points: 

First—Fix exactly the time at 
which you will change your policy, 
selecting the month in which you 
want to make the change effective. 
You may decide upon the month of 
May as a good time. Then plan to 
continue your charge accounts until 
the close of business on April 30, 





and to put the new policy of no 
charge accounts into effect with the 
opening of the store on the morning 
of May 1. 

Second—Make the change with as 
little attendant publicity as _possi- 
ble. A business move like this is 
generally no justification for special 
advertising. Spreading the news of 
the change by splurging in news- 
paper advertising is likely to have 
the effect of a boomerang. It is 
almost impossible to get any desira- 
ble, favorable results from the pub- 
licity attached to the idea you are 
considering. 


EVERTHELESS, something, of 
course, has to be said about it 
before the change takes place. The 
people to talk to about it are the 
people on your list of charge cus- 
tomers. The best way to tell them 
the news is by a courteous letter in 
which you make a plain statement 
of the change in policy. In such a 
letter, the most essential character- 
istics are frankness and sincerity. 
The letter also must express to your 
customers your appreciation for the 
business they have given you and 
your interest in serving them so 
well that they will want to continue 
to buy your shoes on the basis of 
the new policy. It would be well to 
mail this letter on April 27 or 28, so 
that customers will receive it in 
their mail on or before the 30th. 
You will recognize the fact that it 
would be unfortunate to leave cus- 
tomers ignorant of the change in 
policy until the time when they 
came into the store expecting to 
make a purchase on the charge basis 





to which they have become accus- 
tomed. 

Third—Another essential is this: 
Every person in your store organ- 
ization must thoroughly understand 
the changed situation. Get every- 
body together for a few moments at 
closing time on April 30 and make 
sure that all are ready to cooperate 
in making the change effective. 
This means especially the salespeople 
and the office force, particularly 
those authorized to approve charge 
accounts; but it should _ include 
everybody who has any contact with 
the public, lest some misunderstand- 
ing may arise later through some- 
one’s lack of information on this 
matter. 

Fourth—When the time arrives, 
put the new plan into force 100 per 
cent. Do not allow any exceptions, 
under any circumstances. It is 
probable that some of your cus- 
tomers will try to make you break 
your rule in their case, and they 
will have specious arguments which 
they will present in their effort to 
persuade you to do so. They’ll say 
they never got your letter; they’ll 
say they didn’t know of the change. 
Turn a deaf ear to all such appeals, 
and sell for cash only. To permit 
the sale of a single pair of shoes as 
a charge, after the store opens on 
the morning of May 1, would surely 
spell trouble and embarrassment. 


[FTH—Devote yourself to col- 
lecting the balances on out- 
standing accounts. Do not press for 
collection during the 30 days which 
you have been accustomed to regard 
as the period when accounts are due. 
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But at the end of the month get 
after delinquents, courteously but 
earnestly, and secure prompt pay- 
ment. 

Because the RECORDER’S Depart- 
ment of Merchandising Practice rec- 
ognizes a _ serious responsibility 
toward each inquirer, it will not be 
sufficient, in this instance, to stop 
with an answer to your inquiry. 
With information must go counsel. 
The word of counsel is this: Do not 
make any move to cut out charge 
accounts and put your business on 
a strictly cash basis until you have 
given careful thought to all that is 
implied in such a change. Consider 
the following comment, which is, 
naturally, of a general character, 
because this Department lacks spe- 
cific information about the definite 
relation of this problem to the 
situation in your particular 
store. 


expense of maintaining a charge 
account service. 

It is certainly true that many a 
successful shoe store could not con- 
tinue to operate at all if it should 
lose its charge business; and it 
would unquestionably lose its charge 
business, in large measure, if it 
were te withdraw its credit facili- 
ties. There have been many in- 
stances where an effort to do only 
a cash business has been followed 
by a loss of volume that quickly 
compelled restoration of credit fa- 
cilities. In some communities, and 
in some stores, the strictly cash 
policy cannot succeed. This is not 
a matter of theory. It makes no dif- 
ference what the merchant thinks 
about the theory of credit to con- 
sumers. It makes no difference 
whether the theory is acceptable to 
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ing costs and to make competition 
easier, forget it. Making the change 
is very unlikely to reduce expenses. 
When a credit business is properly 
conducted, losses from bad debts are 
less than depreciation of footwear 
on the shelves. There is no doubt 
that, surprising as it may seem at 
first thought, it costs more to con- 
duct a cash business than a credit 
business, if the store is generous in 
allowing the usual C.O.D. privilege. 


‘FP .HE place where a strictly cash 

business is likely to succeed is in 
a territory where the people are used 
to, and content with, the no-service 
idea of the “cash and carry home” 
scheme of making their purchases. 
But it must be remembered that 
their patronage is not won on this 
basis only. The store that is suc- 
cessful in attracting and hold- 
ing their business requires a 





Here is a question for you 
to think about: Is it ever ad- 
vantageous for any store to 
change to a strictly cash basis 
of conducting business? 

Without going into detail 
of argument, one may con- 
cede at once that the giving 
of retail credit is attended 
with some disadvantages and 


ETAIL shoe merchants should 

feel free to make full use of 
this ““Tell-U-How” Department, con- 
ducted by O. K. Johnson, the Boot 
and Shoe Recorder’s associate edi- 
tor of merchandising practice. 
him anything you want to know 


Ask 


different sort of merchandise 
stock and a different type of 
store management. 

Here you will find the gist 
of the whole matter: It is the 
part of wisdom not to make 
the change to the cash basis 
unless conditions actually de- 
mand it. What policy your 
store should adopt must de- 


evils. Concede that it costs ah m1 ge ag = him pend upon the merits of your 
money to carry on a credit problems to solve. Make him particular case. The de- 
business, involving some ad- work. cision is wholly up to you. It 


ditional. interest on invest- 


is of course possible that 





ment, some additional office 
expense and inevitably some 
losses from unpaid accounts. 


UT there is another side of the 

question to consider. Many peo- 
ple have grown into the habit of buy- 
ing goods on credit. They want to 
buy that way, partly because the 
plan has features which they like and 
partly because they are accustomed 
to it. They believe that a store is 
rendering a real service to them by 
granting them credit when they 
make their purchases. This sort of 
service makes a strong appeal to 
them, which is a particularly inter- 
esting fact because they are likely 
to be some of the best people in any 
average American community and 
their patronage is more than ordi- 
narily desirable. . Because of this 
appeal, the very fact that a store 
grants credit attracts a certain part 
of the community’s trade. In a 
typical communtiy it is rather cer- 
tain that the largest volume of busi- 
ness will be done by the store which 
grants credit instead of the store 
which sells for cash only. This 
larger volume of business carries 
with it a profit which usually more 
than repays the merchant for the 


the economist and the sociologist. 
This is, in the most practical sense, 
a business question. Because the 
significant fact is this—that many 
of the largest and most successful 
stores, and many of the successful 
stores of moderate size, and new 
stores that are being established, 
will continue to rely upon the credit- 
granting policy for a large propor- 
tion of their volume of business. 
While you may be sure, without any 
shadow of doubt, that, if your trade 
includes customers who like to buy 
on credit, and who have the money 
to pay for charge account facilities, 
you will lose most of their trade if 
vou go to a strictly cash basis. The 
American way and standard of liv- 
ing, and the customs that have 
grown up among retailers in all 
lines of business, lead consumers to 
look upon retail credit as a mere 
matter of course. It isn’t safe to 
buck up against any such widespread 
opinion and feeling among con- 
sumers, if wou want to keep on do- 
ing business with them. 

Here is another slant on the ques- 
tion. If you are turning to the idea of 
a cash business to bring down sell- 





there may be reasons why 
you should change to a cash 
basis, and that you may recognize 
these reasons either in the nature 
of the business you want to conduct, 
the sort of shoes you want to sell 
and the methods by which you will 
want to sell them, or in the require- 
ments of the class of customers 
from whom you get your business. 


ND yet, experience suggests that 
A usually, when a store considers 
changing from a credit-and-cash to 
a cash-only business, the reason lies 
in. certain difficulties encountered in 
the actual conduct of the credit part 
of the business. Among the points 
involving difficulties are these: 

How to decide who are worthy 
and who unworthy of receiving 
credit. The credit system, records 
and procedure. Getting credit in- 
formation. How to handle credit 
customers. Getting accounts paid 
promptly. Keeping losses at a 
minimum. Keeping the credit and 
cash parts of the business in proper 
proportion. 

How to conduct a credit depart- 
ment is one of the many diverse 
problems of merchandising. There 
is a way of handling credits rightly. 


[CONTINUED ON PAGE 63] 
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with 
Letters 


How Jack 
Did It! 


OUTH says: “It has never 
y been done before, so let’s hop 
to it and do it.” 

Six thousand people in and around 
Duncan, Okla., received a letter from 
the F. & S. Boot Shop, announcing 
a letter writing contest. Everyone 
was invited to write a hundred-word 
letter about the store, for which a 
daily prize of $1 was offered, to- 
gether with a grand prize of $25, 
that was to be awarded for the best 
letter received during the contest. 

That sounds prosaic enough. It 
sounds ordinary, too, that is, if you 
do not know Jack Scanlon or Dun- 
can, Okla. I walked two blocks with 


Scanlon, from his store to the Ban- 
ner newspaper office and back. We 
met dozens and dozens of people who 
all had something to say about the 
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contest. Some remarks were kid- 
ding, some friendly sarcastic, some 
serious. Everyone had something to 
say. Even when we went into the 
drug store for a “coke,” the girl at 
the cigar counter wanted to know 
when her letter was coming out. 
The president of the Lions Club 
stopped us and threatened Scanlon 
with arrest for disturbing the peace 
of the town, for, as he jokingly re- 
marked, Jack was always starting 
something. 

- And Jack sure did start something 
this time, for hundreds of letters 
were received. When letters came in 
stating, as one young lady’s did: “I 
have often wondered what the ‘F. & 


S.’ meant. 
pair of shoes in your store I became 
aware that it stood for Friendship 


and Service,” it shows the interest 
taken. Literally hundreds of such 
letters were received. 

The dollar winner announced on-a 
Friday was a ten-year-old school boy 
named Wade Van Horn. Saturday, 
the large island show case was filled 
with the shoes that Wade liked and 
wrote about. And, cleverer yet, 
Wade’s letter and picture were given 
due prominence in the display. There 
wasn’t a kid in town who did not see 





ME ORE 








When I bought my first . 







































Swe 







a 







April 10, 1926 


that display, but what was even bet- 
ter, they all talked about it at home, 
on the street and everywhere. Is it 
worth a dollar a day to have hun- 
dreds of people talking about your 
store? now I ask you, Mawrus. 


HE 6000 letters were mailed to 

these groups of buyers within a 
radius of thirty miles, every farmer 
who had a telephone, every school 
teacher, professional and business 
men, every box holder on the rural 
delivery routes, and, of course, to 
the store’s well-kept list of custom- 
ers. This big list was carefully 
checked to prevent duplication. It 
must have been a good, live one, for 
it brought the results. But, then, 
back of the letter itself, and back 
of the newspaper copy, was Scan- 
lon himself. A twenty-two-year-old 
shoe merchant that the folks all liked. 
A live, agreeable, restless youngster, 
with an engaging smile, one whom 
they had seen come to town three 
years before, as a kid, making good 
through sheer ability. 

Here is a contest that cost $53 in 
cash prizes, plus the $240 for the 
letters, that made the whole popula- 
tion of two counties talk. 

One other thing about this young 
store in a young town. Just a men- 
tion, for that editor boss of mine 
wields a wicked blue pencil. The 
Southwest Oklahoma Bankers held a 
convention in Duncan recently. Jack 
(we know him well enough now to 
say “Jack”) sent a letter not only to 
every delegate, but to every bank 
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officer, welcoming them to Duncan, 
telling of his store, the kind of 
goods he carries and how well 
equipped he was to take care of them. 
This nice, friendly letter was the 
means of selling 175 pairs of shoes 
to the visitors in one day. 

That’s only a couple of ways that 
youth hops to it and does things. 

We will take up with one of the 
“kids” for a change—Jack W. Scan- 
lon, Duncan, Okla. 

If this were sent to any movie 
concern as a scenario, it would be 
turned down cold, as being even too 
impossible for the screen. Here it is: 


‘YCENE 6. Scanlon is now a regu- 
lar business man of high stand- 
the Oklahoma University, our hero 
decides to take a week’s camping 
vacation. So he throws a few things 
into his suitcase, cranks up his Fliv- 
ver, wandering down Duncan way. 
Here he picks up with a likely fellow. 
Together they spend a most enjoyable 
week. And, as is the custom in the 
West, neither tells anything about 
himself, except his name. When the 
vacation is over, Jack’s new-found 
friend makes the observation as they 
are about to part: “Anyone that can 
talk as you can should be a crack-a- 
jack good shoe salesman. Look me 
up when you come to Oklahoma 
City.” Scanlon had made no plans 
for the future, but this chance re- 
mark stayed with him. “Why not 
the retail shoe business, as well as 
any other?”. was a_ persistent 
thought. 

Scene 2.—So, on his friend’s rec- 
ommendation, he got a job at noth- 
ing a week, in a good shoe depart- 
ment, so that he 
could learn the 
business. He 
kept this job at 
the same salary 
for two months, 
liking the selling 
of shoes more 
every day. iIn- 
stead of asking 
for a salary, he 
decided to go in 
business for 
himself, taking 
his acquaintance 
for a partner. 






te dae The _ proposed 
oes eee partner de- 
murred, telling 


Jack that the 
only thing he 
knew about 
shoes was that 
they came two 
in a box. 

Scene 3. Asa 
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result of this argument, the partner- 
ship was formed, with Frensley 
going East to buy five hundred pairs 
of shoes for a store that was not 
even rented, and Scanlon, to Duncan, 
to hire the store and fix it up. The 
reason they picked out Duncan was 
that that was where they first met: 
Just as logical a reason as anything 
else that had transpired to date. 

Scene 4. Showing Jack building 
the shelving, the first carpenter work 
he had ever attempted. At 19, 
nothing is impossible. 

Scene 5. Store all fixed up, shoes 
in shelving. Doors open the first day 
at 3 p.m. Register shows sales of 
$182 at 9 p.m. Not so bad. Previ- 
ous to the opening of the F. & S. 
Boot Shop, the highest priced shoe 
sold in Duncan was $8.50, so these 
embyro merchants decided that na- 
tionally known shoes, retailing from 
$8.50 to $14 would be the right caper. 
it was. Each year has seen the 
sales double over the previous year. 


\ CENE 6. Scanlon is now a regu- 
lar business man of high stand- 
ing in his community, belonging to 
the Lions Club, Masons and Elks. 
Been married these two years. He 
has a most complete and accurate 
stock control system. Success has not 
turned his head. He is far from being 
an impulsive kid today. When asked 
what he liked to do, next to running 
a shoe store, the answer was “Just 
bull around.” The translation of 
which is that he likes to visit. and is 
always welcome. Clean stunt adver- 
tising as well as the regulation kind, 
coupled with his personality, pep and 
perseverance has put the store, of 
which he is now the sole owner, over 
big. 


Two New Stores Open 


in San Francisco 


Saturday, March 27, saw two new 
stores opening in San Francisco. 
Weil’s opened their second store in 
the city at 48 Stockton Street, and 
C. H. Baker added another to his 
chain, occupying the site of the 
former Rosenthal store at 241-243 
Geary Street. These newest addi- 
tions to San Francis:o’s retail es- 
tablishments are welcomed by the 
trade as they are both handsomely 
appointed and will be a credit to the 
city and its shoe fraternity. 

Weil’s announcement in the news- 
papers was exceedingly well done 
from the viewpoint of the advertis- 
ing man. Beautiful illustrations of 
shoes were shown and the price em- 
phasized at $8.50 to $12.50. A pair 
of silk hose was offered as a gift 
with each purchase of shoes. 
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J. C. Clark and M. H. Story built this Christmas window at small expense. 
head they already had. The body was a red flannel shirt stuffed with tissue paper. A big clothes basket (covered) 
made a handsome sleigh, and they rented the reindeer 


Solving the Problem of Finding 


Inexpensive Trims 


HEN shoe show windows 
We mentioned anywhere in 

the Southwest, the question 
is asked, “Have you seen Kahn’s 
windows in Dallas? These windows 
are conceded by many experts to 
rank with the best in the country. 
And why shouldn’t they be good, for 
“Bud” Kahn, who never does things 
by halves, has two men that devote 
a good portion of their time to plan- 
ning and executing real window 
trims. The business of the Kahn 
store is to sell shoes. Consequently 
the job of Clark and Story is to fur- 
nish the incentive to buy—and they 
are doing a mighty fine job at it. 

Just a brief introductory sketch 
of this team before telling of their 
ways and methods. 

James C. Clark has been selling 
shoes and trimming windows for the 
past fifteen years, and for the past 
ten years has given considerable 


serious study to window work. He 
knows shoes, likes to sell them; in 
fact, has a good personal call trade. 
By age, nature and training he is 
the balance wheel of the machine. 
On the other hand, M. H. Story 
is the dreamer and artist, the one 
who takes an idea and fashions it 
into a reality. For five years he 
has been interested in windows 
This last year has been one of in- 
tensified studying, and he is still at 
it, both in commercial art, draping 
and general retail advertising. He 
does not like to sell shoes, although 
he spent years doing it, but he sure 
does love his present job, because it 
affords him an outlet for his artistic 
ambitions. His first start in the 


‘window game was when he worked 


in Shreveport. There he got the 
permission of the boss to copy a win- 
dow that he had seen described in 
the RECORDER. After that experi- 
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They put a Santa Claus mask on a 


ment, the desire for creative work 
became almost a passion. 

This team is always studying to 
improve themselves through schools 
on art and window work, for they 
have long since found that one can- 
not hope to get the best results un- 
less they are thoroughly prepared. 
They agree that having two heads 
that can argue, cuss and _ finally 
agree on the best methods, works 
out well; also that no one man 
should attempt to put in a window, 
unless he has gone over the details 
with someone else. 


HAT’S that. Now let them tell 
their joint story, working to- 
gether as they talked. 

“Up to about a year ago, we were 
just putting in ordinary, fair win- 
dows, when a friend who trims win- 
dows in a local nearby store re- 
marked to us in a bantering, joking 
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way that he did not think much of 
us as window men, and that he had 
something up his sleeve that would 
make us look sick. That was a 
direct challenge that could not go 
unheeded, even if it did come from 
a friend. So we peeled off and 
duffed in. For nine consecutive 
Saturday nights we put in nine dif- 
ferent hand-made trims, just to 
show him that we were not scared. 
Anyway, we made him holler 
‘Uncle.’ 

“This warfare had a back kick to 
it like a Texas mule that neither we 
nor the firm realized would happen 
when we started this campaign. 
The business during this period 
leaped right ahead. ._This_ direct 
tangible result didn’t. make Mr. 
Kahn a bit angry and, coupled with 
the comments of customers and shoe 
men, caused the boss to give us more 
leeway in time and money to be 
spent on the windows. 

“Windows, to be effective, must 
have a good background, so most of 
our brainwork and cutting is spent 
developing backgrounds that will 
have a two-fold purpose: first, to act 
as a setting or relief to the goods 
to be displayed; second, to attract 
the favorabie attention of the pas- 
serby. Backgrounds may be_ so 
elaborate that they will completely 
overshadow the shoes, or so plain 
and dingy that even the best shoes 
will suffer by comparison. 





J. C. Clark, 


The balance wheel of the Kahn 
window trimming force 


“Our ambition is to make artistic 
backgrounds that will appeal to the 
senses through their beauty and 
originality, and at the same time not 
detract from the merchandise. We 
play the window work as though it 
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were a game, each time managing to 
dig up something new, making it 
entirely different from previous 
trims. 

“Ideas come from everywhere— 
from movies, post cards, riding in 
the country, daily papers, maga- 
zines, conversations with friends. 
Some of the most practical and help- 
ful ones come from the RECORDER. 
Ideas gleaned these various ways are 
just the basis or foundation on 
which the structure is built. A 
trained imagination can sense all 
kinds of possibilities from nearly 
every source. It pays to cooperate 
with the local movies, for most peo- 
ple are interested in them and the 
theater managers will meet one more 
than half way. 

“When the ‘Trouble with Wives’ 
was showing here, we rigged up a 
regular miniature stage, complete in 
every detail from the back drop to 
the footlights, dancing girls, vamps, 
and wives. This movie, with its 
theme of shoes being the cause of the 
trouble with wives, is particularly 
pertinent to a shoe store window. A 
large six-foot shoe representing an 
evening slipper, that was fashioned 
by us, served as an added attraction. 

“Each year in January our store 
runs a sale that goes by the copy- 
righted name of ‘Kahn’s Blow Out 
Sale.” This year we used heavy 
truck tires and regular tires that 
had been blown out. All the store 
advertising, newspaper,. mail and 
windows, carry out the ‘Blow Out’ 
idea. 

“This phase and idea originated 
with Mr. Kahn. Its first success 
caused him to go to the expense of 
copyrighting it so as to protect him- 
self. 

“Complete new backgrounds are 
installed every two weeks, while the 
shoes are changed twice a week reg- 
ularly, with sometimes a daily 
change of those up front. We are 
fortunate in having fair sized win- 
dows where we can do our stuff, 
there being some seventy-two run- 
ring feet of glass. Every trim is 
carefully planned and sketched long 
before work is started on it, with all 
the details worked out. The result is 
that when we put in the display 
there are no hitches, everything 
fitting in the place intended for it 
without trouble. We usually set up 
the backgrounds in our work room 
before they go in the window and 
check up on all effects. 

“Inspirational trimming is the 
bunk and does not get the results 
that a well thought-out plan can ac- 

complish. Good windows are not as 
expensive as most merchants imag- 
ine, provided they have someone 
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available who understands just how 
to get the proper effects with a 
minimum expense. The window 
man has to consider the firm’s money 
that he is spending. 

“Our most elaborate Christmas 
window cost less than fifty dollars. 
What would fifty dollars mean if 
spent in newspaper’ advertising, 
compared with results coming from 
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M. H. Story, 


He’s the artist of the outfit (and 
the proud father, too) 


a striking window? All the back- 
grounds are made from wall board, 
the cheapest kind being easiest to 
work, as it has less grit and is just 
as durable. The best paint results 
come from using dry mineral colors 
mixed with white flake glue. This 
glue we cook right in the work room 
as we need it. 

“The idea for our last Christmas 
window came from the street car 
sign issued by the Interwoven Hose 
Co. The Santa Claus was made 
from a papier maché mask on a head 
that we already had. An old red 
flannel hunting shirt, stuffed with 
tissue paper, served as the body. A 
full sized deer, whose harness we 
made of silver and gold metallic 
trimming, was rented at a small 
cost. The sled was fashioned from 
a large basket, the shape of which 
was concealed. We covered the 
floors and dotted the windows with 
white cotton flannel to give them a 
snowy effect. 

“A word of advice to anyone using 
cotton on the windows. Always use 
a thin paste; never use glue. One 
window man who used glue lost his 
job by so doing, for in removing the 
cotton from the windows he also re- 
moved chunks of the plate glass 
along with it.” 
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The Newest In Store Architecture 


Rebuilt Santa Barbara Introduces Many New Features 
to Make Shopping Easy and Pleasant 


RAVE, beautiful, undaunted 
B Santa Barbara. She sits on 

her throne of California hills 
and serenely faces the future, to- 
tally unafraid, entirely confident of 
her well being. Dame Nature was 
unkind to Santa Barbara. The 
earth trembled and threw down 
many beautiful structures. But 
Santa Barbara smiled back at Na- 
ture and rebuilt with still greater 
beauty. That citizenry made it a 
point of honor to return good for 
evil and the work of man has cov- 
ered the scars of havoc. 

When one revisits this city by 
the sea and beholds the faint 
traces of damage repaired and re- 
stored in a few short months, he 
wants to swing his hat and cheer. 
He wants to rejoice with the people 
who have done this wonderful 
thing. 

Santa Barbara shoe men were in 
the forefront of the disaster, but 
they suffered less injury than al- 
most any other business. The prin- 
cipal damage was from falling 
walls of adjoining property. With- 
in a few hours most of the shoe 
stores were open and business was 
“as usual.” One store suffered a 
loss in the collapse of a wall ad- 
joining, but rebuilt almost over 
night. Another replaced broken 
glass immediately. All of them sped 
the work of rehabilitation. Today 


By R. L. Prather 


the shoe stores are better than 
ever. 

To some, a disaster is a blessing 
in disguise. New store fronts have 
replaced old ones. New windows 
now display goods to better advan- 
tage. The shoe men of Santa Bar- 
bara deserve, and have had, a full 
measure of praise for the part they 
have played in the restoration. 

The illustrations shown in this 
article will tell the story better 
than words. There is a new Santa 
Barbara, still it is old. Old Span- 
ish-Moorish architecture, perpetu- 
ating the romantic period of the 
Dons. An atmosphere of Seville, 
of ancient Algiers. Above it all 
that wondrous California sky and 





Colonnades and sheltering alcoves 

over the sidewalk make restored 

Santa Barbara a city of shopping 
delight 


in the air the tang of salt and 
spices of the eucalyptus tree. To 
know this city is to love it. One 
cannot linger there lest he become 
entranced as were the boatmen of 
the Rhine when they heard he 
Lorelei. 


ET the truth be known. Santa 
Barbara is better for her disas- 
ter. Her people are at work. The mer- 
chants are solvent. There is no 
weeping. They want no lachrymose 
sympathy. You cannot cry with 
them, because they decline to cry. 
When the rebuilding was begun 
no one expected more than a re- 
pairing or replacing of damaged or 
destroyed structures, but, with the 
beginning of real activity, a move- 
ment was started to incorparate 
beauty and simplicity of design 
into all new buildings. This move- 
ment was led by the Santa Barbara 
Chamber of Commerce, which had 
a vision. 

Homes in Santa Barbara have 
long followed lines congenial with 
the Mission type of architecture, 
and century-old traditions evolved 
by a community that is justly 
proud to “be different;” an archi- 
tecture consisting of red tile roofs, 
extensive plastered surfaces, with 
wrought iron: ornament; light tint- 
ed walls reflecting the sunlight and 
forming a fitting background for 
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the ever present flowers and fo- 
liage. 

The suggestion put forward for 
the rebuilding of the commercial 
district was to bring this atmos- 
phere of Santa Barbara’s worthy 
heritage into the business district; 
to create a uniform city. The idea 
took firm hold on the owners of 
property and the business men. 
They consulted architects and had 
plans drawn for repairing and re- 
constructing their premises in con- 
formity with the newly advanced 
idea. 

Contractors and architects began 
to vie with each other in the crea- 
tion of artistic, yet practical struc- 
tures for the business district in 
harmony with the new require- 
ments. Never before had Santa 
Barbara seen such a spirit of co- 
operation on all sides. So fast did 
repairs go forward and the city re- 
cover that new life and confidence 
was encouraged. The volume of 
business kept growing—it is still 
growing. 


HE appearance of the city was 

not the only thing considered in 
the planning and rebuilding. The 
provisions of a strict building code 
were rigidly enforced. Al) recon- 
struction work had to pass a munic- 
ipal inspection. Every organization 
worked faithfully and efficiently to- 
ward a “Better Santa Barbara.” Of 
especial value were the services 
rendered by the Architectural 
Board of Review, consisting of a 
small group of both architects and 
laymen. 

An estimate of the population of 
Santa Barbara today places the 
number of residents at 33,000. It 
is one of California’s oldest and 
most romantic communities, and it 
has risen in the past few months 
to even greater prominence and ap- 
peal than it ever enjoyed before. 


A Jaunt Through the San 
Joaquin 


HE Pacific Coast editor revisited 

old scenes when he started his 
jaunt through the famed San Joa- 
quin Valley of California. 

Over the ridge from Los Angeles, 
into. the Antelope Valley desert, 
which desert, by the way, is being 
conquered by man’s ingenuity and 
courage. Over the serpentine 
winding and loop of the Tehachapi 
and into the one-time roaring town 
of Mojave—gateway to the desert 
and Death Valley. 

Bakersfield has grown, is grow- 
ing and will grow, as the oil fields 








develop. There are some good shoe 
stores here, captained by real shoe 
men. The Family Shoe Store, just 
reorganized with Harry Rosenthal 
now sole proprietor, an ardent ad- 
mirer of new methods and a stu- 
dent of modern ways. 

Our good friend Gundlach gave 
us a good rule to provide against 
overstocking a shoe store. ‘When 
you see too many shoes on the 
shelves, lock the back door,” he says. 
That is a new way of saying “Slow 
up on buying when overstocked.” 

Snappy styles and catchy dis- 
plays were noted in all the stores. 
Malcom Brock Company’s depart- 
ment is abreast of the times, as is 
also the Redlick Mercantile Com- 
pany. These department stores 
are a credit to the Valley. The 
Walk-Over Shop was enjoying an 
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and old timers giving way before 
the alert, younger, more alive gen- 
eration. 

Bigler’s is one of Visalia’s good 
shoe stores where the footsore edi- 
tor was made to feel at home. Show- 
ing, and selling too, a lot of good 
lookingshoes. 


ee has a store here and at 
Hanford. Next time you see him 
ask to see that handsome watch he 
won for being a go-getter. Kut- 
ner’s of Hanford and with other 
stores in the valley, is an institu- 
tion of the San Joaquin. Like one 
of those sturdy California oaks. 
On to Fresno, metropolis of the 
mid-valley. A metropolitan city in 
the heart of a one-time waste land. 
Brilliant lights, tall buildings, 
beautiful stores, fine hotels, shoe 





Fortunate is the city that is architecturally in harmony with its history. 
The Spanish-Moorish theme, arcades and recesses, lend a charm to the 
shopping district of Santa Barbara 


active trade and the younger ele- 
ment going after the new spring 
stuff. Harry Coffee is refitting his 
store with entirely new windows 
and interior. A _ beautiful store 
when completed. He promises some 
photos soon, and you will admire 
the illustrations when printed. 
There is a shoe man in Kern—East 
Bakersfield—who has read the RE- 
CORDER for 30 years—J. A. Cooper, 
probably the record man here for con- 
tinuous loyalty to a business paper. 
Into Visalia for Harry Locey’s 
grand finale as retiring president 
of the Merchants’ Association. A 
nice dinner, some interesting busi- 
ness men and Harry bowing him- 
self out and the new man in. A 
live merchant, that Harry Locey. 
More about him in a later issue. 
This little city of Visalia is an 
up and coming place, with eyes 
front and going strong. Dead ways 


stores that would do credit to any 
great city, keen, active, cordial shoe 
men; a delightful place to be over 
the week-end. 

We can only touch briefly on the 
excellencies of the stores and the 


men who conduct them. Later we 
shall have something to say of 
them, at greater length. Mr. Neil. 


who is responsible for three good 
ones — The New Ground Gripper 
Shop, Gottschalk’s department store, 
Fred Herold, McDannold’s—by the 
way, Abe Rodder of this store is a 
recent bridegroom, Cooper’s de- 
partment, Kutner’s, Olney & Jon- 
sen (veteran reader of the REcoRD- 
ER) Raden & Kamp, Reliable Shoe 
Stores, the Walk-Over Shop, and 
many others of whom more will be 
said later. It was great to be there 
and to lunch with Jones of Ross 
Bros. department. The editorial 
Stetson is off to Fresno. 
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A $100,000 Per Year Business in 
Orthopedic Footwear 
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Style Changes Do Not Worry Nathan Hack . 


ATHAN HACK, Detroit, Mich., 
Ne proved in two years’ time 

that an exclusive corrective 
shoe store can be made into a busi- 
ness of considerable importance. 
For many years he had conducted a 
family shoe store in an outlying 
business district of this city that 
showed a volume of upwards of 
$100,000 per annum. Early in his 
shoe career his mind turned to cor- 
rective footwear and his inventive 
genius is manifest in a patented 
arch supporting shoe which he has 
manufactured for his business. His 
success with this shoe prompted him 
to open an exclusive shop for the 
sale of corrective footwear in the 
downtown section. 

Departing from the usual cus- 
tom, he chose a location on the fifth 
floor of a centrally located office 
building at 28 Adams Avenue West, 
believing that people with foot 
troubles would reach him there as 
well as if he were in a more expen- 
sive location on the street level. The 
lower rental has permitted him to 
keep the prices of his 
footwear at a mini- 
mum. He does not 
believe in making the 
sufferer pay more 
than is absolutely 
necessary for shoes 
that will give com- 
fort. 

Last fall the busi- 
ness had grown to 
such proportions that 
he decided to give 
his entire attention 
to the _ corrective 
business and sold out 
the family shoe store 


which he had re- 
tained until that 
time. As he re- 
marked: 


“My heart is in the 
correction of foot 
troubles, anyway. I 
like to serve trade 
and am not an office 
proprietor, although 


I have competent as- 
sistants who have 





with Wives” was on the screen there. 
win a prize was to have a foot that one of the three pairs would fit 


done much to build up this busi- 
ness.” 

A few weeks ago Mr. Hack was 
awarded the contract by the United 
States War Veterans’ Bureau to 
supply all disabled veterans in the 
State of Michigan who have affected 
feet with orthopedic footwear. 

“Every disabled veteran in Michi- 
gan who is under the care of the 
U. S. Veterans’ Bureau and is in 
need of corrective footwear will 
benefit,” said Mr. Hack. “These 
men, no matter what their circum- 
stances, will be sent from their home 
towns from every part of the State 
to Detroit and to this shop to be 
fitted. The expense of these trips 
will be borne by the Government. 


“Many of these men are suffering 
from injured feet. Some have ab- 
normal feet that are especially dif- 
ficult to fit correctly with shoes. 
But we have gained a valuable repu- 
tation for successfully handling such 
cases and to this reputation we at- 
tribute our success in securing the 





Kruger’s Shoe Store, Ardmore, Okla. 


gave away three pairs of shoes during the time that “Trouble 


All a customer had to do to 


contract. In many of these cases 
special lasts will have to be made in 
order that the veteran may have a 
shoe that will correct the ailment 
from which he suffers.” 

Dr. G. R. Fons, formerly of Wash- 
ington, is always in attendance, so 
that clients get the most expert at- 
tention. All assistants are gradu- 
ates of a school of orthopedics. 

Mr. Hack has shown a liking for 
journalism and for six years edited 
a local community paper and gained 
a wide reputation for his wit and 
humor. This work had to be dis- 
continued, as his shoe business grew 
into such proportions that it was 
impossible to give it attention. 
That he has a hankering for the 
pen is still seen in his readiness to 
supply newsy items to the RECORDER 
correspondent. 

In these days when style changes 
are so frequent, and fads and fancies 
so fleeting, the corrective shoe is 
looming up as a bright star of hope 
for many shoe merchants. Not only 
is it necessary that the shoe mer- 
chant be able to cor- 
rectly fit the troubled 
foot, but it is neces- 
sary that he have an 
anchor to windward 
in order to save his 
business from wreck- 
age in the maelstrom 
of imperma- 
nence created by con- 
flicting style de- 
mands. All shoe 
merchants cannot do 
as Nathan Hack has 
done and open an 
exclusive orthopedic 
establishment, but 
all may give more at- 
tention to permanent 
business that can 
easily be established 
through this service 
to humanity. 

Nothing adds more 
to the comfort of 
living than a_ well 
fitted shoe. Hack has 
capitalized this. 
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Crop and General Conditions Map 


As of March 20, 1926 
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This is the original Douglas Condition Map, in use over thirty years for business purposes. Conditions remain com- 
paratively the same as they were last month—showing a substantial degree of prosperity for the country as a whole, 
with slightly less than a normal seasonal slump 


Accumulating Economic Strength 


The Great Volume of Agricultural and Industrial Production and of General 
Trade in the United States Represents a Gradual Growth 


By ARCHER WALL DOUGLAS 
In Cooperation with the Research Staff of La Salle Extension University 


N enduring source of national 
strength is found in the ability 
of a nation to feed and clothe 

its people by agriculture. In this 
ability, the United States and Can- 
ada stand high among the nations 
of the world. It is their prime 
source ef economic strength. 

Because of the important position 
that agriculture occupies among our 
industries, it is receiving extensive 
study and investigation. One re- 
cent survey of the farm situation, 
made by the National Industrial 
Conference Board, reached the con- 
clusion that “It is no more a ques- 
tion for the farmer than for the 
rest of the nation, if agriculture 
continues to lag behind in compari- 
son with the general economic de- 
velopment of the nation.” In other 
words, as goes the farmer, so goes 
the nation. 


HIS survey found that 60 per 

cent of the farmer’s income de- 
pends upon world conditions of sup- 
ply, demand, and costs, over which 
he has little or no control. But his 
purchases are nearly all made in the 
home market where the level of 
prices (measured in gold) is higher 
than the world level, for both com- 
modities and labor. 

This survey also found that the 
fundamental farm problem is to 
gain that same control of production 
which stabilizes wages and prices in 
so many lines of industry other than 
agriculture. This problem is greatly 
complicated by the fact that the 
yield per acre cannot be controlled 
within narrow limits, owing to the 
uncertainties of weather and the 
amount of damage that may be done 
by predatory insects. 

One solution of the problem often 


advocated is that of producing only 
for domestic needs. But, even 
though this were possible, it would 
result in throwing great numbers of 
farmers out of employment; it 
would cause higher prices for all 
domestic farm products, and would 
largely reduce the volume of our ex- 
ports. Farm commodities consti- 
tute from 44 to 50 per cent of the 
total value of our shipments abroad, 
with cotton always heading the list. 

The phase of this problem that is 
now receiving most serious consider- 
ation is that of finding a market 
abroad, at prices remunerative to 
the farmer, for the surplus of agri- 
cultural commodities produced in ex- 
cess of domestic consumption. 


OOPERATIVE associations that 
seek to control distribution 
rather than production are, at 
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present, the principal means by 
which the farmer strives to market 
his products in an orderly and more 
profitable way. These associations 
have had a checkered existence in 
the past ten years, and many of 
them are still in the experimental 
stage of development. Some of 
their activities have been very 
costly to their members; and the 
rate of mortality among them has 
been high, resulting mainly from 
poor management, insufficient work- 
ing capital, a low volume of business, 
and too liberal extensions of credit. 
Yet, on the whole, the farmers’ co- 
operative associations have been 
fairly successful; in many cases 
they have succeeded in carrying the 
crops of their members until a 
favorable opportunity for selling 
them occurred, and have made ad- 
vance payments to members for 
their actual living needs until the 
crops were disposed of. 

Cooperative marketing has had its 
greatest success among farmers who 
grow fruits and vegetables in sec- 
tions remote from their principal 
markets—on the Pacific Coast, in 
the Far West, and the Southwest. 
It is only by well-organized and 
well-managed cooperation of grow- 
ers, packers, advertisers, shippers, 
and sales forces combined that com- 
modities which are generally re- 
garded as luxuries, and are mostly 
perishable, can be successfully sold 
to consumers so far distant. One 
such cooperative association in Cali- 
fornia has been in existence about 
twenty-five years. It has 7000 mem- 
bers. In 1925 it shipped 11,934 cars 
of deciduous fruits, which brought 
$17,282,258 to its members. 

A serious difficulty which . the 
farmers’ associations have to reckon 
with at times is the tendency of the 
members to increase unduly the pro- 
duction of those commodities which 
are very profitable. This usually 
means a surplus supply above the 
normal demand for these commodi- 
ties, and this surplus has to be car- 
ried over beyond the season, until it 
is finally disposed of at concessions 
in price. But where the association 
is well organized and has firm con- 
trol of distribution, it may also, as 
a rule, exercise some influence on 
production, especially so in the case 
of vegetables. 


HE year 1925 seems to have 
been the time when the farmers 

of the country definitely turned the 
corner from a long period of trouble. 
That the silver in the lining of the 
farmers’ cloud is now visible is sug- 
gested by a recent far-reaching sur- 
vey of the situation made by the 
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Department of Agriculture. This 
survey finds that farming is now in 
better condition than at any time 
since 1920. There is an abundance 
of credit for all agricultural pur- 
poses. Costs of farming machinery 
and equipment seem to have been 
fairly well stabilized. The accumu- 
lated debts of the post-war slump in 
agriculture have largely been paid 
off. 


66 SUBSTANTIAL back-log in 

the present situation is the 
relatively strong position of the 
live-stock industries.” The numbers 
of the various kinds of live-stock 
are better balanced than for some 
time. Horses showed a slight de- 
cline in numbers in 1925, mules a 
small increase, but both increased 
in value during the past twelve 
months. 

Prices of live-stock in general 
trend upward, while feed is rela- 
tively cheap and abundant, thus 
keeping down the cost of production. 
The probably result of this relation- 
ship between prices and costs wil! 
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be an increase in the numbers of all 
live-stock, excepting horses. 

There is some danger, however, 
that high prices for live-stock may 
cut down our exports of meat. In 
January, exports of meat totaled 
58,000,000 pounds, compared with 
73,000,000 pounds in January a year 
ago. The principal falling off was 
to Europe, where native live-stock 
has become more abundant. 

Shipments of early vegetables 
are about the same volume as last 
year, but prices range higher. 
Decreases in shipments from Florida 
are marked—a result mainly of a 
great increase in local demand. 

Spring planting in all lines with 
generally favorable conditions is 
under futl headway in Southern lati- 
tudes, and is spreading steadily 
northward. Planting in general is 
marked by more intelligent care and 
forethought, because the farmer now 
has available for his guidance re- 
ports and statistics of changing con- 
ditions in agricultural and industrial 
life both at home and abroad. 





New salon type of shoe store 


The new Stetson Shop on East 
Madison Street in Chicago is one 
of the most unique and beautiful in 
Chicago. Entering a miniature 
lobby through double doors, the 
customer is ushered into a spacious 
room with dark flemish oak panel- 
ling and deep soft carpeting with 
all the quiet atmosphere of an ex- 
clusive club. Draperies and hang- 
ings as well as upholstery are of 
mulberry and gold and the lighting 
effects in amber giving a soft light 
to the buyer. 

The arrangement of the seating is 


“different.” The chairs and settees 
are grouped in small units, two set- 
tees or four chairs forming the lit- 
tle circle where the woman cus- 
tomer may try on her shoes without 
the distraction of another nearby. 
The shoes are shelved in hidden 
nooks along the side walls and not 
a box is to be seen by the customer. 

Manager Hough of the new store, 
which opened Feb. 15, deserves 
credit for giving Chicago something 
new and distinctive in shoe parlors 
and reports doing a splendid busi- 
ness since the opening day. 
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Sioux Falls Merchants 
Elect Officers 


Sioux FALuLs, 8. D.—The retail 
shoe merchants’ association of this 
city recently elected officers, adopted 
a constitution and by-laws and de- 
cided upon holding a spring style 
show in a prominently located store 
location. 

Edward Braley is president of the 
new organization; A. P. Johnson, 
vice-president; Fred Craig, secre- 
tary-treasurer. The directors are 
Earl Guessford, Ray Devers, Ed 
Braley, A. P. Johnson, and Fred 
Craig. The style show committee 
is composed of William Glashine, 
Lew Feldman and Fred Craig. 

The following men and firms are 
members, with a few more mer- 
chants yet to be heard from: 

A. P. Johnson of Johnson Shoe 
Co.; Walt Neiderhiser of Neider- 
hiser-Earl Co.; “Ed” Braley of 
Fantle Bros.; Wm. Clashine, Sub- 
way Shoe Store; Ray Devers of 
Devers Shoe Co.; Earl Guessford, 
Shriver-Johnson Co.; Fred Craig, 
Craig’s Bootery; Lew Feldman, 
basement department of the Shriv- 
er-Johnson Co. 


Mrs. A. R. King, Inc., 
Bringing Out New Line 

Mrs. A. R. King, Inc., Philadel- 
phia, known for years as a house 
manufacturing juvenile footwear, 
is putting out a new line of wom- 
en’s semi-dress and dress shoes, un- 
der the registered name of “Taylor 
Craft” shoes. The shoes, which are 
of turn construction, are being 
made under the direct supervision 
of W. H. Taylor, formerly of the 
United Shoe Machinery Corpora- 
tion, who has become permanently 
identified with the King organiza- 
tion as direecting manager of the 
Taylor Craft line. 

The shoe will not only be made 
under Mr. Taylor’s direct supervi- 
sion, but will incorporate many pro- 
cesses on which he holds patents. 
These processes insure an absolute 
uniformity in fit and quality of the 
product. 

The Taylor Craft manufacturing 
and sales departments are entirely 
separate from the regular junior 
line put out by the King organiza- 
tion. 

Salesmen left for the road for 
the first presentation of this new 
line of women’s shoes immediately 
after Easter. The new line will 
retail for $10 to $12 a pair. 
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Doping Out the New Styles 


IHE periodic style conferences in the shoe indus- 

try, begun about three years ago, have been 
graduated from rather simple conferences _ inter- 
spersed with a luncheon, to the dignity of a dinner 
affair, with a high grade theatrical performance 
thrown in. 

The two associations conducting the affair—the 
National Boot and Shoe Manufacturers’ Association 
and the National Shoe Retailers’ Association—have 
decided to split the style conference into two sessions, 
one, to be held on the night of April 14, beginning at 
6:30 with a dinner, and the other to take place at 
10:30 the following morning. 

The sessions will be held in the Belvedere Room of 
the Hotel Astor, New York. 

After the dinner, at which John C. McKeon wil 
preside as toastmaster, there will be style talks by 
Harry McLaughlin, Herman Meyer, John J. Baird, 
Fraser M. Moffat, Mrs. Edna Woolman Chase, Mrs. 
Margaret Hayden Rorke and others. Three models 
from Cammeyer, four from Frank Brothers, two from 
Strawbridge & Clothier, Philadelphia, four from 
Vogue, four from Brown-Durrell & Company, two 
from Franklin Simon & Company, and possibly others, 
will parade the runway anpearing in the latest de- 
signs of costumes, and FOOTWEAR. This will give 
the conferees an adequate idea of the style trend as 
interpreted by the various style sources who have co- 
operated for this purpose. 

The style committees will map out the style pro- 
gram at the meeting the following morning. Reser- 
vations for the affair, according to J. Dudley Smith, 
secretary of the manufacturers’ association, point to 








an attendance of around 500 persons. 














Getting More Shoes 


Sold Right 


The C. P. Hutterly store in 
Steubenville, Ohio, has adopted the 
RECORDER slogan, “Getting More 
Shoes Sold Right,” and is using it 
in small readers in the Daily Hap- 
penings columns of the Steubenville 
Herald-Star. 

“Your slogan, ‘Getting More Shoes 
Sold Right,’” says E, L. Freyman, 
manager of the store, in a letter to 
the RECORDER, “which you have kept 
before shoe retailers so long, is too 
good to let up on and we took the 
liberty of using it as a caption for 
one of our readers in the local 
paper.” 

Here is one of the readers— 


“Getting More Shoes Sold Right” 


Is the slogan of the BooT AND 
SHOE RECORDER, the Great Na- 
tional Shoe Weekly, and the C. P. © 
Hutterly Shoe Store is doing its 
part by furnishing expert fitting 
service and “Shoes of Depend- 
ability” to the people of Steuben- 
ville and vicinity. 


TELL-U-HOW 
[CONTINUED FROM PAGE 53] 


{f here is where your difficulty lies, 
this Department may help to solve 
your trouble. Send this Depart- 
ment a frank and sincere statement 
of the problem as you find it facing 
you. Tell exactly why you are moved 
to think of making this proposed 
change of policy. Be specific. You 
will receive another letter from this 
Department which will be definitely 
adapted to meet the needs of your 
case. It may not be necessary to 
give up the credit part of your busi- 
ness. Perhaps you can find the way 
to continue to do a charge account 
business and profit from the advan- 
tages that result from operating a 
store on this policy. 

Try this Department further on 
this question. 


Wealth depends upon production. 
Production depends upon efficiency. 
Efficiency depends upon health. All 
depend upon_ safety.—Walk-O: ~ 
Factory Prints. 
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A message of importance 
to every shoe merchant= 





of MAISONETTTE Shoes 

on the following pages may 
come to many of our old friends 
and customers as a great sur- 
prise. 


r I SHE ANNOUNCEMENT 


There is another — a greater — 
surprise in store for you. 


It will be immediately evident 
to every successful shoe mer- 
chant who prides himself on a 
reputation as a keen merchan- 
diser and shoe authority on 
style trend. 


MAISONETTE is our crown- 
ing achievement. Here is shoe 
manufacturing experience — 
half a century of it—crystallized 
and climaxed into one exqui- 
sitely beautiful line of feminine 
footwear. 


We alone did not design this 
beautiful line. No one organi- 
zation could. MAISONETTE 
—with all its charm, its style, its 
exquisite daintiness—is the ulti- 


- ETTE footwear. 


mate creation sponsored by 17 
of the leading shoe authorities 
in this country. These are men 
who do not make shoes. They 
SELL them. They are alertly 
sensitive to just what women of 
today want —and buy! They 
are paid by the country’s fore- 
most retail establishments to 
buy only shoes which will SELL 
—quickly, easily and profitably. 


We are immeasurably grateful 
to these men for their invalu- 
able assistance in producing 


the MAISONETTE Line. 


MAISONETTE Shoes are not 
high priced. Your customers 
could easily expect to pay more 
for them because of their style 
and beauty—yet you can profit- 
ably retail this great line at from 
$5 to $8. Don’t buy extensively 
until you have seen MAISON- 
It is well 
worth waiting for. 


F. MAYER BOOT & SHOE 


CO., George P. Mayer, Pres., 
Milwaukee, Wisconsin. 


When writing to advertisers please mention Boot anp SHog RECORDER 
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TUASSAR—reflecting the youthful vigor “DANSANT—soft, gray kid fashioned 
and smart style of the modern co-ed. into a charming pump. Reptile 
The Vassar, of tan kid is smartly trimming enhances its graceful style. 
trimmed in brown tones—an excep- DansanT answers the demand for a 


tionally smart model for Spring . .. truly lovely dancing slipper 





HE “MAISON: SSP RAFTSMAN: 
ETTE” line of- he SHIP—the re- 
fers the shoemerchant sult of half a century 


a new popular priced of fine shoe making— 
range of ultra smart isanassured fact inthe 
shoes withtremendous new “MAISONETTE” 


sales possibilities .. . 





SOGUETTE—destined to completely 
win the feminine heart. Parchment 
kid with Apricot trimming delicately 
inlayed has achieved a combination 
that is irresistible for its dainty style 
and advanced fashion 





“DELPHINE— charming lines of soft {.ABELLE—a two-strap slipper of 
Parchment kid gracefully trimmed atent leather trimmed with gray 
with Apricot. The De.puine is a id. The Lasette offers the well 
slipper of delicate beauty appreciated dressed woman smart contrast in her 
by the woman of refinement informal footwear . . 


FASHION’S : FAVOURED: FOOTWEAR 


—— 
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*‘DIANA—fashion’s decree of smart repe TUANITY— a charming note of style 
tile leather trimmings is reflected in simplicity especially desirable for 
the Drana, a one strap patent leather wear with the new modes in tailored 
slipper with biege reptile heel and costumes. The Vanrry is of tan calf 
trimming with biege alligator trimming .. . . 


i ee Nie Ne i i ee 





" AISONETTE” ADE to Order f 
WY shoes can be Ori, with guar- ps 
mostprofitably retailed anteed 35-day delivery 
from $5 to$8—quality —in all the newest 
footwear well within shades, trimmings and 


the popular demand. leather combinations. p- 





~ > 


“PATRICIA—smart patent leather with 
trimming of gray kid. The styling of 
the Patricia is in perfect harmony 
with the new mode — a one strap 
slipper with exceptional charm . . . 











*“PRINCESS—that interesting contrast “‘DEBUTAN TE—apricot kid,exquisitely 
so essential in the new Spring foot- feminine, fashioned into a charming 
wear is emphasized in The Princess. slipper. The trimming is of parch- , 
Patent leather with trimming of soft ment kid and adds a delightful touch 
blonde kid—truly individual . ... of smartness to this dainty model. 


FASHION’S - FAVOURED: FOOTWEAR 
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Nationally “Advertised in WOGUE~ 
* » ] a . y 
America’s leading style magazine! 
EAD from cover to cover by hun- in VOGUE during the Spring and Sum- / 
dreds of thousands of America’s mer months. This is “style appeal” in its y 
best dressed women —VOGUE has been highest sphere and advertising that is 
selected to carry “MAISONETTE” Na- influential among the multitudes of 
tional Advertising because it is the women in your community who are 
country’s foremost fashion authority. semponsive to new style trends. 





Note the exceptionally attractive “MAI- ; 
SONETTE” advertisement reproduced The new “MAISONETTE” Line has a 
above. It and many others equally as big market. It is styled right! It is priced 
dominating are scheduled for insertion right! It is made right! 


Ht\ There’s a big profit opportunity for you in this new 

qi popular-priced “MAISONETTE” Line. Askto see it. A repre- 

We Invite Inquiries sentative is in your territory right now. Write or wire us! WASHINGTON 
SHOE MFG. CO. 


from men of high 
SEATTLE 
Distributors for Wash- 


— caliber qualified to 
t this li 
represent this ne! 6 F. MAYER BOOT & SHOE CO. wsaton Orem, Cal 
west of Rocky Mts. 


need eMilwaukee 
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We base our conviction that you, too, should use 
CORONA Patent Leathers on the many friends 
CORONA has made and kept. No Patent Leather, at 
any price, will give more stable and satisfactory results. 


The Beebe Leathers include Corona Patent 
Sides, Vici Kid, Ayer Chrome Calf Linings, 
Sheepskins, Suede Calf, Grain Calf, Side 
Leather, Splits, Satins and Shoe Fabrics. 


Lucius Beebe & Sons Inc. 
129 SOUTH ST. BOSTON MASS. 


When writing to advertisers please mention Boot ann Sor Recorper 
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Men’s 4.00 Retailers $2.75 
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Jersey City, N. J. 





Here’s one of the very latest models in 
the Endicott-Johnson “MAIN STREET” 
Line of $4.00 Retailers: 


No. 7549—Black; Strutter last. Widths 
oe ee S| eee $2.75 


No. 7548—Popular light shade of canary 


I ole oe gs Sk Sen reg Goh ies $2.75 


Compare this upper. Equal to that 
usually found only in popular $5.00 re- 


” MAIN STREET " LINE eAll solid leather 


Uppers of first quality small kips. Black and Light Golden 


tailers priced to the dealer at $3.15 to 
$3.50. 


Overcome the strongest competition with 
the “MAIN STREET” Line—the only line 
cut from genuine kips in this price range 
that retailers can buy from stock for imme- 
diate delivery. 


Newest patterns and lasts. Sample cases 
or pairs sent on erder. 


ENDICOTT - JOHNSON 


Makers of popular-price dress shoes for men 


ENDICOTT, N. Y. 


Complete stocks carried in warehouses in the above cities to make quick deliveries. 


St. Louis, Mo. 














When writing to advertisers please mention Boot ann SHogk RECORDER 
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SHOE TRAVELER NEWS 


Conducted by Helen M. Haney, Associate Editor 





N. 8. T. A. Group Insurance Plan 


Increases Membership 


Salesmen Must Become Better Business Men, Says 


H. C. Groenewold 


HE biggest event ever “pulled off” 
N. 8S. T. A. history has been the new group insurance plan. 


in the fifteen years of 
Mem- 


bership in the National and in the locals is increasing. President 
Charles W. Evans came to Boston last week to confer with the National 
Vice-President and Chairman of the N. S. T. A. Insurance Committee, 
Charles W. Morrill, to perfect plans for the speedy operation of the 
policies of the many members who have signified their intention of 
taking advantage of this group insurance. 


The matter is now entirely “up 
to” the individual member. Just as 
soon as the shoe traveler notifies his 
local secretary, or the National 
Secretary, T. A. Delany, 183 Essex 
Street, Boston, “the works” are 
immediately set in motion to “speed 
up” the required $1,000 life insur- 
ance policy. As has been stated, 
there is no medical examination and 
the cost for this insurance is much 
below the regular rates for a similar 
amount of insurance. But the im- 
portant point to be remembered is 
that there is a specified time—or 
approximately sixty days from this 
date in which members of the Na- 
tional will be insured without the 
medical examination. Therefore, 
quick action is necessary. 


Four Salesmen’s Subjects 
“To Lick”’ 


Said H. C. Groenewold, sales- 
manager of the Jos. M. Herman 
Shoe Co., in a recently issued bulle- 
tin to his sales force: 

“The More I study Herman shoes 
and the more I go out into the field 
to see what our customers require 
in the way of service, the more I 
think that you and I must get out of 
the class of salesmen, in the old 
sense of the word, and become 
better business men. 

Your value this season as a repre- 
sentative of the Joseph M. Herman 
Shoe Co. will increase in direct pro- 
portion to your growth as an all- 
round business man. Your customers 
are beginning to look upon you as 


Charles W. Evans, president of 
the N. S. T. A. and member of the 
N.S. T. A. Group Insurance Plan 


an expert in merchandising. They 
expect all Herman men to know 
more about many phases of their 
business than they do themselves— 
and look up to you to bring them 
the benefit of a broader experience, 
which they are not able to cover 
“from where they sit.” 


Four Merchandising Rules 


Allow me to suggest one or two 
subjects that you ought to “lick” 
before 1927 rolls around: 

1. The advantages of a quick turn- 
over. 

2. How to figure profits on selling 
cost the right way. 
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3. The advantages of a perpetual 
inventory. 

4. The advantages of concentra- 
tion. 

If we could get our customers to 
discount their bills and turn their 
investments over quickly—to buy 
for PLANNED NEEDS—to concen- 
trate on one line in each grade of 
their business, they would make a 
lot more money—and would thank 
you for it. 

These are broad, general subjects 
of merchandising that the average 
dealer is beginning to think about. 
You can “sell” him the ideas—and 
by helping him you will be helping 
yourself and the Joseph M. Herman 
Shoe Co. 

This is my thought today. If it 
will help to make this season a 
bigger, more prosperous, happier 
season for you, it is yours. 


Impressed with North 
Carolina 


Albert Doyle, president of the 
Doyle Shoe Co., Brockton, Mass., has 
recently returned to the “Men’s Big 
Shoe City” from a trip to Cuba and 
North Carolina. In his journey 
across North Carolina he attended 
the furniture fair at High Point and 
was much impressed with the way 
this event was conducted. He 
thinks that its methods might well 
be adopted by Brockton, Massa- 
chusetts, shoe folk, and will have 
something to say about this in a 
newspaper article. Not only was he 
impressed with High Point and its 
fair, but with the entire State, which 
he says is making splendid progress. 


J. Ralph Baker in Florida 


J. Ralph Baker writes to National 
Secretary Delany from St. Peters- 
burg, that he has been enjoying the 
balmy weather of that land during 
the past few months—and figuring 
how many pairs of shoes could be 
made out of the many alligators 
that abound in the Everglades 
State. He says that there is still 
some money to be made in Florida 
lands; that he oft runs across some 
of his old-time friends and hears by 
mail from many more. 
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QT your spring styles are made of 
F.B.&C. colors, you have the com- 
fortable assurance that they will be 
clothed in the fullest perfection of 
quality and color correctness. 





F B & C COLORS are made by MASTER CRAFTSMEN 





No. 233 No. 178 No. 26 
Ascot Tan Bois de Rose Pearl Gray 
No. 40 No. 154 Ne, 
Parchment Caramel Titian 

P P No. 163 
No. 21 No. 158 
Golden Brown Sauterne mnan Royate 

No. 81 

No. 31 No. 164 F. B. & C. White 
Opal Gray Blondine Glazed Kid 


AMALGAMATED LEATHER COS., Inc. 
319 Arch Street, Philadelphia, Pa. 
Factories, Wilmington, Del. 
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George T. Cummings, who repre- 
sents the L. B. Evans’ Son Com- 
pany in the Middle West 


Cummings with L. B. 
Evans’ Son Co. 


George T. Cummings, who for 
many years has represented Wise & 
Cooper of Auburn, Maine, in the 
Middle West, now represents L. B. 
Evans’ Son Co. of Wakefield, Mass., 
in the same territory. Mr. Cum- 
mings is well known as one of the 
most energetic young salesmen in 
the traveling fraternity. He is 
popular with his trade and with 
brother shoe travelers. He is active 
in association work and is a prom- 
inent member of the Boston Shoe 
Travelers’ Association. 


Frank D. Brown Resigns 


Mr. Cummings takes the terri- 
tory formerly covered by Frank D. 
Brown of Chicago, who formerly 
represented the L. B. Evans’ Son 
Co. in Chicago and the Middle West. 
Mr. Brown has resigned. Mr. Cum- 
mings says: “I like immensely my 
new line of men’s and boys’ high- 
grade house slippers and the well- 
balanced line of senior girls’ shoes 
in both turns and McKays.” 


Goodspeed Opens Perma- 
nent Sample Rooms 


George B. Goodspeed believes 
that permanent sample rooms, in 
charge of experienced salesmen, 
centrally located, where retail shoe 
merchants may view the lines pre- 
sented and fill their requirements 
any day throughout the year, is the 
solution to the “hand-to-mouth” 
buying tendency. Mr. Goodspeed is 
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of the opinion that this condition 
has come to stay. He states that 
the constant traveling of men on the 
road and the taking of small, but 
numerous, orders is a very expensive 
mode of doing business—that the 
retail shoe merchant may be sold at 
a minimum of expense through per- 
manent sample rooms. 


He Covers the Great Southwest 


Mr. Goodspeed has opened such 
sample rooms in a new building two 
blocks south of the Texas Hotel, 
Fort Worth, to serve the trade of 
the great Southwest, under his per- 
sonal supervision. He is soliciting 
a limited number of representative 
lines. Mr. Goodspeed has been for 
the past 18 years buyer of men’s, 
women’s, children’s and boys’ shoes 
in medium and high grades for a 
syndicate of shoe stores in Dallas 











Tribute to Harry H. 
Ripley 


The L. B. Evans’ Son Com- 
pany of Wakefield, Mass., sent 
out under date of March 29, 
the following card as a tribute 
to the memory of Harry H. 
Ripley, their esteemed repre- 
sentative, who died March 26, 
1926, at his home, 82 Beltran 
Street, Malden, Mass. 


Harry H. Ripley 
1857-1926 


Harry H. Ripley has passed on to 
his reward. A loyal citizen who 
gave his younger son to his 
country; a true gentleman in 
every respect of the word; a man 
of unusual personality, with a 
host of friends throughout the 
allied Shoe Trades; associated 
with this firm for the past thirty 
years, and representing us with 
loyalty and devotion. We desire 
to express our appreciation of 
his worth, and our common sor- 
row. Such men are an honor to 
the industry which they serve. 
THE L. B. EVANS’ SON 
COMPANY. 





. of the 











**Pat”’ Morgan Sells Holters’ 
Shoes 


“Pat” Moran wears “the smile 
that won’t come off,” even though he 
has to work nights and Sundays 
writing orders for the Holters Co. 
“Pat” covers Kansas, Oklahoma and 
Missouri. 

He says, “I have the greatest line 
of McKays in America. No wonder 
business is good. Sure, they’re me 
own teeth.” 
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and Fort Worth. His many foot- 
wear friends state that he is well 
qualified to take care of the needs 
of the trade. 


Horace Whitney Is Dead 


Horace W. Whitney, who traveled 
for the Whitney-Roth Shoe Co. of 
Cleveland, Ohio, is dead. He passed 
away recently of pneumonia, at his 
home in Cleveland. Mr. Whitney 
was born in Upton, Mass., and came 
to Ohio about twenty-one years ago 
to enter the shoe business. He was 
an uncle of Wilbur R. Whitney, head 
of the Whitney-Roth Shoe Co. Mr. 
Whitney leaves a widow, a daughter, 
a son, Warren H. Whitney, and three 
grandchildren. 


Postpone Meeting 


The meeting of the Rochester 
Association of Traveling Shoe Sales- 
men scheduled for Saturday, March 
27, at which time the proposed revi- 
sion of the constitution to allow the 
association to admit to membership 
all salesmen selling lines allied with 
the shoe trade, was “called” off, as 
it was found that the proposed 
amendment violates the constitution 
National Shoe Travelers’ 
Association. Membership in the Na- 
tional is limited to salesmen actually 
selling shoes. 


Nobel with Burdett 


The Burdett Shoe Co. of Lynn, 
makers of specialized growing girls’ 
shoes, announce that Frank J. Nobel 
is now one of their sales repre- 
sentatives and will sell their shoes 
to the retail trade in the Middle 
West, with headquarters at St. 
Louis. 


“Pat” Morgan covers Kansas, 
Oklahoma and Missouri for The 
Holters Co. 
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Special “B” Grade ; 


670—Misses’ and Child’s 
Patent one - step, 
cut - out quarter, 
drill lined: 


C and D widths, 3 
to 8, spring heel. .$1.45 


C and D widths, 
8% to 11, spring 
MR” xssieresat seus 1.85 


B, C and D widths, 
11% to 2, rubber 
ME «n0t.5eseeneve 2.35 


N.B.—The above shoes are 
all unbranded. However, D 
widths are also in_ stock, 
branded LITTLE TRETCO. 


671—Same style in Tan Calf. 
D width only—branded. 

















@ 


Send for a Sample of 
This Wonderful “B” Grade Special 






As Low 
as $1.45 





TS light, trim sensible design wins 

admiration at a glance. It is a splen- 
did wearer and certainly priced to sell. 
This misses’ and child’s shoe is one of | 
the popular numbers of the year. You 
will want to see it. Write us today for 
a sample—and folder picturing com- 


plete line of LITTLE TRETCOS. 





The Robt. E: Tubman Co., Baltimore 


Established 1906 


The most complete “In Stock” line of Senior and een 
Misses’, Children’s and Infants’ Turns of any Manufacturer. 


New York Distributors 
Carrying a complete Stock of all TRETCO numbers 


Wm. Kellers Shoe Co., Inc., 198 Church St., New York City 























RETCO SHOES 
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Joseph E. Rice, who represents 

the Harrison Shoe Co. in Massa- 

chusetts, Rhode Island and Con- 
necticut 


Rice a Harrison Hustler 


Joseph E. Rice, who has been sell- 
ing the Harrison Shoe Co.’s line of 
boys’ welts and McKays for the past 
six years, is one of its busiest and 
most successful representatives. Mr. 
Rice literally “grew up” in the shoe 
business. He “built”? shoes in the 
factory and later traveled for a 
number of years for the old firm of 
Tufts & Friedman until they went 
out of business. He then joined the 
Harrison Shoe Co.’s sales force. Mr. 
Rice’s motto is, ‘“‘“Salesmanship Con- 
sists of at Least 90 Per Cent Hus- 
tling.” “He certainly lives up to 
his belief in this direction,” says 
Manager L. B. Clark. He covers 
New England, in connection with G. 
P. Kimball. Mr. Rice’s specific ter- 
ritory is Massachusetts, Rhode Is- 
land and Connecticut. 


Quigley Returns from Coast 


D. Frank Quigley of the Conrad 
Shoe Co. recently returned to 
Brockton, Mass., after a trip to the 
Pacific Coast, including Middle 
Western sections. Mr. Quigley re- 
ports that his factory has made and 
shipped this season 50,000 pairs of 
summer weight oxfords, against 
15,000 pairs of the then new type 
last year. 


“Ted”? Mendall in Peoria 


“Ted” Mendall, formerly of Mid- 
dleboro, Mass., who represents the 
George E. Keith Co., has located at 
Peoria, Ill., so as to be right in the 
midst of his trade. . 
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“Bob” Emmet with 
Interstate 


Robert Emmet, Sr., known as 
“Bob” Emmet, one of the _ best- 
known salesmen in New England, 
who formerly for many years rep- 
resented A. M. Creighton, has joined 
the Interstate sales force. He is 
now “off and away” on his territory 
with the early fall line of samples. 
“Bob,” as he is known to a wide 
circle of friends, is like a schoolboy, 
so enthusiastic is he over his new 
proposition. The Interstate Shoe 
Co. folks state that they know his 
old friends will welcome him and 
favor him with a liberal share of 
their business. 





Robert Emmet, Sr., who covers 
New England for The Interstate 
Shoe Co. 


Harsh & Chapline Forces 
Meet 


Salesmen for Harsh & Chapline 


Shoe Co. were “called in” for a 
three-day sales conference, and 
many were out on the road with 


the new samples by April 5, accord- 
ing to H. A. Unke, in charge of 
sales and advertising. Department 
heads addressed the conference on 
the various features of the new 
line; the high men on the sales force 
gave talks on salesmanship. The 
conference closed with a banquet at 
the Milwaukee Athletic Club. 


Florida Reports White 
Shoes in Demand 


“Bill” Harrison, Sales Manager of 
The Sam B. Wolf Sons Co. of Cin- 
cinnati, together with Myron D. 
Wolf, Vice-President of the above 
company, and Leo Rosenblum, who 
owns and operates an important 
chain of retail shoe stores in Mem- 
phis, Nashville, Chattanooga and 
Miami, “played” for a while after 
the Texas convention. The picture 
which we are showing herewith was 
“snapped” at Miami Beach. 

“Bill” Harrison, however, found 


“enqugh time, between dips in the 


ocean, to ascertain that Florida mer- 
chants report an earlier and more 
active demand for white shoes than 
ever before. 
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*“Hez”’ Willard with James 
Millar Co. 


“Hez” Willard, who formerly rep- 
resented the Boardman Shoe Co. of 
Boston for a great many years, is 
now with the James Millar Co. of 
Chelsea, Mass. “Hez” will cover his 
“old stamping ground,” New Eng- 
land. He states: “I have with me 
a line of popular priced, ‘snappy’ 
and ‘up-to-the-minute’ McKays for 





women. The James Millar Co. folks 
are certiinly ‘there’ with shoe 
style.” 


MacRobert with J. M. Sachs 


John H. MacRobert, for the past 
twenty years connected with some 
of the most representative shoe com- 
panies as traveling representative, 
is now representing the J. M. Sachs 
Co., Inc., of Long Island City, manu- 
facturers of the better grade of 
stitchdown sandals, shoes and ox- 
fords. 


Caldwell with Conrad 


F. A. Caldwell, who for the last 
ten years, represented the Richards 
Brennan Co. of Randolph, Mass., and 
prior to that, the J. M. O’Donnell 
Shoe Co. of Brockton, has recently 
joined the Conrad Shoe Co.’s sales 
force. Mr. Caldwell will once more 
travel out of the men’s big shoe city 
of Brockton, Mass. He will cover 
New England and New York State. 


Da ee 








Reading from right to left are 
Leo Rosenblum, retail shoe mer- 
chant, with stores in Memphis, 
Nashville, Chattanooga and Mi- 
ami; Myron D. Wolf, vice-presi- 
dent of the Sam B. Wolf Sons Co., 
Cincinnati, and “Bill” Harrison, 
salesmanager Phe “The House of 
olf” 
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BOSTONIAN CREAM 
SOLVES IT/ 


NT 
Cc ombinatio® 


The rhythm of the kettle drum, wire strung banjo, 
highly pitched piano, brass cymbals, and the saxo- 
phone, all instruments of jazz, is reflected in pres- 
ent day styles. Everywhere you see it; shoes are 
no exception. Shoe styles shown here are not the 
least more jazzy than men and women wear. 


Set your customer at ease regarding the problem 
of keeping jazzy shoes looking good. Advise the 
use of Bostonian Cream—Neutral—which works 
a transformation in a single application. For plain 
black or brown footwear, suggest Bostonian Cream, 
Black or Tan. There’s a profit worth getting plus 
all the good will you'll be creating. 


Bostonian Cream, Black, Tan, Neutral or any other color is priced at 
$24.00 per gross less trade discounts. A gross of each color is none too 
much for town or city stores. If your jobber cannot serve you, order direct. 


WHITTEMORE BROS. Oey a Coy CAMBRIDGE, MASS. 


When writing to advertisers please mention Boot anp SHor RECORDER 
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It began to look as if Black and 
White would eat each other up 


Ross Bates with Fiebrich, 
Fox, Hilker 


Ross Bates, past president of the 
Northwestern Shoe Travelers’ As- 
sociation, who formerly represented 
the Kropp Shoe Co., now represents 
the Fiebrich, Fox, Hilker Shoe Co. 
of Racine, Wis., in his “old camping 
ground” the Northwest. It will be 
remembered that Ross’ talk before 
the Northwestern Shoe Retailers 
Association was one of the big hits 
of its 1926 convention. 


Coleman’s Sales Heavy 


J. G. Coleman, who covers Ala- 


bama for the Cahill Shoe Company, 
makers of “Cahill’s Catchy Crea- 
tions,” reports that stores in the 
South are doing a big Easter busi- 
ness and that “Catchy Creations” 
are enjoying much popularity. He 
reports that his trade is showing a 
decided demand for parchment and 
lighter shades of kid. 


Malkins Move to New 
Location 


An increase in business and de- 
sire to serve their customers better 
has made it necessary for H. Mal- 
kin’s Sons to seek new and larger 
quarters at 150 Duane Street, New 
York, where they will be located 
after April 15. 

The Malkin organization is one of 
the fast growing houses in the New 
York wholesale market, and handles 
a fine line of infants’ and children’s 
footwear. 

The new location, situated next to 
the corner of Duane Street and West 
Broadway, gives this house an ex- 
cellent advantage over the old stand 
at 120 West Broadway. As Duane 
Street is really “the hub” of the 
market, buyers will find it much 
more convenient and central to stop 
off and visit Malkin on their buying 
tours. 


BOOT AND SHOE 


Herman Malkin and Samuel Mal- 
kin, members of the firm, as well as 
their salesmen, will be glad to wel- 
come their many friends and cus- 
tomers at either their present or 
new location. 


Southern Salesmen Report 
Favorably 


Al. Carpenter, formerly with the 
C. H. Alden Co. of Abbington, 
Mass., but since the first of the year 
with the Peck Shoe Co. of Worces- 





Won by Fitting 
“Competition in shoe merchan- 
dising isn’t what it used to be,” 
said the old-time traveling man. 
“I recollect when Black fought 
White. It was a regular Kil- 
kenny cat fight. 





“White had a famous depart- 
ment store in a big city. Black 
planted a shoe store across the 
street from White, and proceeded 
to take customers from White's 
shoe department. 

“Regular high grade goods, 
right from his own factory, did 
Black offer. He advertised them 
with plenty of pep. Prices were 
high. It was a quality fight, not 
a cut-throat competition fight. 

“The way that people flocked to 
Black’s store got under White’s 
skin. So he started to fight 
back. He sent out agents to buy 
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Black’s shoes from stores in other 
cities. He could not buy Black’s 
shoes, because Black made them 
in his own factory. He even got 
some shoes from Black’s store 
right across the street from his 
own store. But Black identified 
his shoppers, and stopped that. 

“Then he sold those shoes un- 
der Black’s prices. He cut them 
down 50 cents, and even $1.00. 
Black stood pat, and let the fight 
go on. 

“Little by little customers be- 
gan to come back to Black’s store. 
They said-they wanted to be 





fitted. They could not get the 
right sizes at White’s store. White 
could not fill up his sizes, because 
he was buying shoes from Black’s 
retail stores. 

“It began to look as if Black 
and White would eat each other 
up, when a diplomatic salesman 
stepped in, and suggested that 
they team up. This they were 
glad to do. They shook hands. 
Incidentally, the diplomatic sales- 
man sold White a line of his 
shoes. 

“It was a great fight while it 
lasted,” concluded the old-time 
traveling man. “I never expect 
to see the like of it again. Things 
have changed since those days.” 





77 


ter, is making his initial trip in 
Southern territory. Mr. Carpenter 
states that everywhere a spirit of 
optimism over the spring outlook 
prevails among the Southern mer- 
chants and that many are looking 
forward to a record season. 

Frank Sullivan, for several years 
Southern representative for the E 
T. Wright & Co., Inc., of Rockland, 
Mass., is making an extensive trip 
through Florida. Like most of the 
other salesmen who have been in 
that State recently, he is finding 
business remarkably good. 


Fred A. Mayer Is Mayer’s 


Salesmanager 


George F. Mayer of the F. Mayer 
Boot and Shoe Company of Milwau- 
kee, has just announced the resig- 
nation of C. H. Madsen as sales- 
manager and the appointment of 
Fred A. Mayer to that office. Fred 
is one of the younger members in 
Milwaukee’s shoe market and also 
a younger member of the Mayer 
family. He is the son of Adam 
Mayer. Here’s luck to Fred! 


Bill Butterworth with 
Artistic 

“Bill” Butterworth has recently 
joined the salesforce of the Artistic 
Shoe Co. of Brooklyn, manufacturer 
of high-grade turn shoes for women. 
He covers the Eastern trade. “Lou” 
Friedman is sales manager and 
covers the West, Southwest and 
South. He started on his trip about 
March 1. Congenial “Lou” has a 
wide acquaintance in the shoe trade 
throughout the country. He has 
been an important factor in build- 
ing up the business. 

In a recent interview with Mr. 
Friedman he stated: “We are well 
satisfied with the business of this 
season. It is my intention to cover 
all of the cities in which our line is 
featured. We have taken another 
floor in our building, giving us an 
additional 10,000 square feet.” 


Claude H. Daniels, who 
covers the wholesale shoe 
trade of the country for 
the A. G. Walton Shoe Co. 
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“ 37 Companion 
White Conquest” Gomricn 
“Brown Conquest™ axl equally popular, Vul- 
canized sole. Upper of unbleached white 
athletic trimming, ankle patch 














ordered your Keds, or if your stock 

is not complete, now is the time to 
get ready for a big Keds year. An ex- 
tensive advertising schedule in news- 
papers and magazines is making people 
look for the name Keds and insist on real 
Keds. Get your share of profits from this 
huge campaign—carry a stock of genuine 
Keds. 


K cre time is here! If you have not 


The new Keds catalog contains an illus- 
tration of every shoe in the line, with 
complete description and prices. Use the 
catalog in ordering your Keds—it will 
save time and trouble. 


If you have not received your Keds cata- 
log you can get it from our branch or 
wholesale distributor from whom you or- 
der your Keds. 


United States Rubber Company 
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The Sport Rubber Boot Season 
Will Soon Be On 


April Showers Sell Colored Gaiters 


HE fishing season is about to 

begin. The rubber shoe job- 

bers have ordered their stocks 
of sport boots for April 1 delivery 
and are shipping them to retail 
shoe merchants the ceuntry over. 
The “Pine Tree State” has already 
officially declared that anyone may 
fish for salmon in her waters. With 
the first of this month, the ban 
was “off,” but there were not 
many who went fly-casting on 
that date, for there was hardly 
enough “aqua pura” to allow of a 
cast. However, the ice will soon run 
out to the sea in the Penobscot and 
the St. Croix rivers and a little later 
there are the clear waters of North 
Shore of New Brunswick and the 
St. John River. 


CONSOLING thought for the 

retail shoe merchant is that 
there is always an opportunity to 
sell rubber boots. If the public in 
his community does not wish to “go 
a-fishing,” he may sell the rubber 
boot for general wet weather wear. 
Spring—with rains and mud, and 
recent slush—offers every advan- 
tage to the merchant to sell “more 
pairs” through the attractive fea- 
turing in his windows of rubber 
boots. 


HE big blizzard which visited 

various paris of, the country 
during the last few days of March 
made local “flurries” for gaiters at 
various shoe stores in the storm’s 
highway. Many women folks who 
had previously bought colored rub- 
ber gaiters put them on as a “mid- 
season” protection between the 
warmer cloth top gaiters and low 
s h o es-without-any-rubbers-proposi- 
tion. 


HIS brings to mind the thought 

that these new colored all-rubber 
gaiters, of very light-weight con- 
struction, should be fully as good 
sellers for April, May and summer 
months as for the colder days of fall 
and winter. Retail shoe merchants 
can make the colored top rubber 


gaiters an everyday seller in the 
spring and summer by showing 
them in their windows with the new 
colored raincoats and umbrellas and 
by “speaking up” about them in 
newspaper advertising. Colored rub- 
ber top gaiters have “graduated” 
from necessities to stylish costume 
accessories. When _ department 


a 


Black rubber boot with red sole. 
Note the red sole shown sep- 


arately underneath boot. Pre- 
sented through, courtesy of the 
United States Rubber Co. 


stores can sell the decorative colored 
umbrella at a new “high” price of 
$40; when colored oiled silk or rub- 
ber slickers sell readily at $15 to 
$18.50; when the fashionable flapper 
feels that she “simply must” buy a 
new high crown rubber hat to match 
her raincoat and umbrella, she is 
not going to overlook the correct- 
ness of her footwear protection in 
colored rubber gaiters, if the retail 
shoe merchant will “talk” to the lady 
about it. There are slickers of 
green, red, chestnut and navy blue— 
there are rubber gaiters to match. 


OT alone the flapper can be in- 

terested in having rubber foot- 
wear to match the other items of 
her rainy day ensemble, but the con- 
servative woman also. The latter 
may wish to choose the navy blue 
rubber gaiter to accompany the new 
navy blue taffeta silk gown that 
shows beneath her new transparent 
oiled silk slicker. 


HE retail shoe merchant has 

found that the gaiter—whether 
it is of cloth or rubber—is now re- 
garded by women as a necessary 
protector of her light colored silk 
hosiery and dainty shoes. 


In New Office 


BostoN—The local footwear sales 
office of the United States Rubber 
Co. is now fully established in its 
new and attractive headquarters at 
210 Lincoln Street. E. L. Phipps 
and W. H. Palmer are in charge. 


A New Heel 


NEW heel, consisting of a lift 

of plywood surrounded by walls 
and a top of rubber, is giving satis- 
factory results in wear tests as well 
as in factory practices. 

This new heel when on the shoe 
looks like a regular rubber heel, for 
the wooden lift is concealed within 
the rubber walls. 

This wood lift helps to keep the 
heel in shape as the shoe is worn. 
The rubber may be worn down to 
the wooden lift and still the heel 
will hold its shape. 

There are no metal washers of 
any sort in this heel. The heel nails 
are countersunk in the rubber of 
the heel; there is in the heel of the 
shoe no sign of the manner in which 
it is fastened to the shoe. The rub- 
ber closes over the tops of the nails 
after they are driven into the heel. 

This new rubber heel is cupped, 
so that it fits easily and accurately 
to the heel. Besides, the cupping of 
this heel enables it to make a com- 


fortable tread for the foot. 
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In Stock ew /.; Made in 
on our - vm as 8 Parchment Calf 
“Eubar” oe ve Of J White Calf 
Pattern — 1 and Patent 


B-589—Parchment Calf...... 
B-560—Patent 


B-579—White Calf 














Send for 
In Stock 


; B-576—Pearl Gray Kid, 
Catalog Heel 
Heel — 
B-570—Patent, 19/8 Heel.. 
B-568—White Kid, 19/8 Hed. 


19/8 


, B- S72 Paicat, 20/8 Heel 
io 5,00 


B-573—Black ‘Satin, 20/8 Heel 
Wire Your Order—Today 


The MENIHAN COMPANY 


SHOEMAKERS FOR WOMEN 
Rochester, N. Y., U. S. A. 
New York Office: 612 Marbridge Bldg Oakland, Cal., Office: 424 Belview Ave 
B. W. MOYLAN H. S. KUSHINS 
Chicago Office: Majestic Hotel Los Angeles Office, 107 East 8th St. 
F. J. SATEK E. M. HOLLANDER 


.. 475 











Makers of Menihan Arch-Atd 
Write for Agency Proposition 
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Pre-Easter Retail Trade Spotty 
Around the Country 





Adverse Weather Affected Business 





| BOSTON 





Easter Business Brisk 


Easter Saturday was bright and 
balmy after a week of cold and 
rain. The public was accordingly 
in a buying mood. Colors in wom- 
en’s shoes, from palest parchment 
shades to the deep tans—in straps, 
cutout oxfords, pumps and step-ins, 
in a wide variety of trims, moved 
lively. Men’s shoes, in light tans 
and darker tans, including the new 
“summer weights,” sold well. 
Children’s shoes, in a new array 
of colors and patterns, presented 
an attractive apearance and were 
ready sellers. Hosiery did not lag 
in the demand. Retail shoe mer- 
chants and department stores sell- 
ing shoes had artistic trims and 
newspaper ads. The buying appeal 
was a strong one, the weather man 
gave another boost to the buying 
impulse and the public responded. 


“Standing Room Only.” 

The store of the Gillett-Upton, 
Ine., was crowded on Easter Satur- 
day afternoon to overflowing. Every 
seat was taken and people jammed 
the aisle to the door. R. L. Upton 
reports that he has been ahead 
every week since the first of the 
year. He said that the condition 
of Easter Saturday was a “repeat” 
of the previous Saturday afternoon. 
One of the new numbers at this 
store is a sauterne one strap, with 
brown kid “envelope flap” trim at 
top and on quarter—cut low in the 
shank, with 18/8 heel. The brown 
kid envelope flap at the throat can 
be turned back to make a still 
higher throat of sauterne kid. 

A white calf sport oxford of 
parchment calf, with dainty saddle 
of alligator and tiny diamond- 
shaped alligator insets on vamp, 
was among the new numbers. Mr. 
Upton reports that gray is a big 
seller, 


In Raffia and Cathedral Stitching 


At the Henry H. Tuttle Co. John 
Fischer is showing the very. new 


raffia work and colored kid center 
strap creations. The raffia is em- 
bellished with raised work in Bo- 
hemian colors. He is also showing 
the new Cathedral stitched center 
straps, combined with colored kid 
and green baby lizard, combined 
with patent leather. These shoes 
are made with the open-shank con- 
struction. They sell readily at $25 
and $35 the pair. 


In Orchid and Gold 


Wilbar’s two stores, with their 
artistic trims in orchid and gold, 
are featuring the new College shoe 
for women. One entire window has 
been devoted to these low heeled, 
“mannish” shoes for the past 
month. They are alligator trims 
on parchment and sauterne and all 
reptile shoes. 


Baby Leopards and Alligators 


A- baby leopard calf, three eye- 
let oxford, with 22/8-in. heel, a 
green alligator oxford with crépe 
rubber sole and heel, a gray alli- 
gator oxford with crépe rubber 
sole, and a wide variety of grays 
and light tan shades and combina- 
tions, with the new “slave. ring” 
one strap fastener, brought “a 




















Shoe Shapes 


Shoes are better shaped, to 
emphasize the lines of style. 
Improvements in shaping are 
had by improvements in last- 
ing as well as by allowing 
shoes to remain on lasts a lit- 
tle longer, so that they will 
dry more thoroughly to the 
shape of the last. 

The commonness of wood 
heels is one reason for the 
better shaping of shoes. Wood 
heels are always’ shapely. 
Foreparts must be shaped cor- 
respondingly. A shoe with a 
shapely wood heel and a shape- 
less forepart is apt to be a 
miserable specimen of foot- 
wear. 





















flock” of customers to the Arlace 
Shoe Store. 

Arthur Wallace, the owner, who 
spends about an hour at this store 
each day at noon, has recently 
installed some artistic statues, sym- 
bolical of spring. These are dis- 
played against colorful _back- 
grounds in the new wall cases, 
which are installed at the rear of 
the store. In a recent interview 
Mr. Wallace stated: “This style 
game is surely a fast one. It is get- 
ting more rapid all the time. I do 
not know into what mazes it is go- 
ing to lead the shoe trade.” 


Old Store in New Trim 


The Cambridge Shoe Store, one 
of the oldest shoe stores in the Col- 
lege City, and located right at the 
subway exit of Central Square, has 
recently installed new wall cases 
of mahogany, has put in new fix- 
tures and furniture and has relo- 
cated its basement entrance, so 
that the store gives more fitting 
space and has a lighter and more 
inviting appearance. 

S. Cohen is the proprietor of this 
store. He has moved his wholesale 
store, known as The Boston Shoe 
Co., from 37 Albany Street, Boston, 
to the Cambridge retail store. The 
prices at the Cambridge Shoe Store 
range from $5 to $9. There is a 
large bargain basement. Four 
salesmen regularly look out for the 
wants of a family shoe trade, with 
extras on Saturdays. Harry Ma- 
honey, formerly the manager and 
window trimmer for Teddy’s Shoe 
Store, Boston, arranged a most at- 
tractive Easter window trim. 


Men’s Business Ahead 

Marcus McWeeny, the new shoe 
buyer and manager of the Ken- 
nedy’s shoe department, and his 
assistants are doubling and in some 
cases quadrupling the previous 
year’s men’s shoe business at this 
store. Easter Saturday and the pre- 
vious Saturday were exceptionally 
fine days. Kennedy’s carries a full 
line of men’s and boys’ apparel and 
the salesmen in these departments 
cooperate with the shoe department. 
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BARBOURWELT 


KANSAS CITY 


The cut shows the manner in which 
this well known Kansas City retailer 


features BARBOURWELT and ties 


up his’ merchandising with our National 


Advertising. 


We would be pleased to send Dealer Helps, Window Display Material and Newspaper Mats upon request 


BARBOUR WELTING COMPANY. 


Manufacturers of 


BARBOURWELT 


(PATENTED) 


BROCKTON, MASS. 
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“Our Selz business has increased 
300 per cent during the last few 
weeks” said Mr. McWeeny. A dou- 
ble-page ad in the Saturday Eve- 
ning Post, and which Mr. Mc- 
Weeny had displayed in the win- 
dows of the store, is now displayed 
prominently in the interior of the 
department, thus continuing the 
splendid “tie-up” with the store’s 
consumer appeal. Among the new 


light colors in men’s shoes is the 
honey shade and the new flora-tan. 


New Boys’ Department 

A high-grade boys’ shoe depart- 
ment has been installed. This de- 
partment features “The Ken-Eddy” 
junior men’s shoes, a name origi- 
nated by Mr. McWeeny. 

Henry J. Boudreau is the assist- 
ant manager at the men’s and boys’ 
shoe department; Theodore Mc- 
Leod is salesman. 


Colors Move Well 


Frank A. Mueller, shoe buyer for 
R. H. White Co., has been selling 
light colored shoes so “fast and fu- 
riously” that he reported last week: 
“I am all shot to pieces on colors.” 
He bought a very large stock of 
them, too, which shows that he has 
been doing a record-breaking busi- 
ness in this direction. Mr. Mueller 
showed a RECORDER representative 
row after row of exquisite footwear 
creations with the new high heels, 
which he says is moving rapidly. 
An attractive side gore in a sau- 
terne strap, with side trim in dark- 
er shade was one of the interest- 
ing numbers in the new “slip-on” 
style. 

Window Style Show 


His window featured a style 
show, in which the wax figures 
were shown parading on a raised 
platform, with greenish marble 
base. 

“Blond alligator and_ reptile 
shoes and trims are still as popular 
as ever,” he said. 


In Case Lots? 


“Each smartly dressed wom- 
an should have 25 pairs of 
shoes in her wardrobe this 
season.” So says a fashion 
writer. 

A Haverhill shoe man sug- 
gests that the allowance be 
raised to 36 pairs, and that 
shoes be sold in case lots of 
36 pairs to a case, and no two 
pairs in the case exactly alike. 








| CHICAGO | 


Trade Varies With Weather 


A little bit of sunshine—and a 
little rain—maybe a snow flurry 
and a day so warm that overcoats 
are uncomfortable—and there has 
been variety in Chicago’s retail 
shoe business if not volume. 

Selling has been slow generally 
in Chicago. There have been days 
when there has been quite a rush 
of buying and quiet days when it 
looked like the shoe business had 
gone clear to “pot.” The only thing 
that seems to tempt is new mer- 
chandise and loop and outlying 
stores have almost run_ whole- 
salers into nervous wrecks seek- 
ing to “pick up” the newest. 
Lower priced shoes up to the 
$7.00 grades have apparently been 
the best sellers, although this 
doesn’t mean that higher priced 
footwear is not moving. Stores 
like F. E. Foster, I. Miller, Hanan 
& Sons and others have had some 
good crowds in the past week, but 
not so many as have been observed 
in the lower priced establishments. 


Weather Hurts Light Shades 


The nasty weather has slowed up 
the sale of the more delicate shades 
of leather like blond and gray and 
there have been more patent slip- 
pers sold than usual, which means 


they have held about 90 per cent- 


of the trade in the past two weeks. 

Almost unobserved and without 
comment—black satin has quietly 
slipped down from prominence. 
Satins are selling, but there have 
been fewer and fewer of them 
called for in the past weeks. Evi- 
dently milady after wearing them 
through all of the months when she 
shouldn’t have—will now desert 
them for other perishable footwear. 
Well, the more perishable the bet- 
ter for repeat sales, so here’s to 
her fancy. 

Novelty leathers of strange pat- 
terns and motif — reptile tanned 
leathers, snake, lizard and alligator 
and a few boas are the uppermost 
thing now in the highest style and 
they have been reasonably popular 
as these modes go. More popular, 
however, as trims of vamp and 
quarter combined with something a 
little less conspicuous. 


Move Toward Oxfords 


The little Charleston slipper may 
have achieved one thing for shoe 
men other than quick destruction 
and that is the tendency toward an 
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The Largest Laboratory 


The largest laboratory in 
the world for research and ex- 
perimental work in shoe ma- 
chinery is that of the United 
Shoe Machinery Co. at Bever- 
ly, in the heart of the North 
Shore shoe and leather dis- 
trict. 





oxford of this type with four or 
five eyelets and a higher cut that 
takes the “fit” away from the heel 
and makes the shoeman’s life an 
easier one. 

One merchant on State Street 
said: “It will take years for the 
average girl to get rid of the ‘corns’ 
on her heels if she stops her craze 
for pumps in the next few months, 
but it will add years to the average 
shoeman’s life and give him a half 
a chance to fit feet as he’s expected 
to.” 

Reviving Center Straps 

The center strap slipper—meet- 
ing the ankle strap on the instep 
or Cleo type seems due for a re- 
vival and surely no prettier pat- 
tern on the foot was ever devised 
by designers. Many of the new high 
style lines are featuring slippers of 
this type — trimmed mostly with 
reptile leathers with ornaments 
where the strap fastens and it is 
expected that others will follow. 


Men’s Trade Dull 


The men’s business still contin- 
ues about 75 per cent of what it 
should be at this time of the year 
and nothing seems to “jar” the 
men into shoe buying. About 60 
to 70 per cent of the sales are in 
tans and not a few of them are in 
the blond shades, though none of 
the stores are very heavily stocked 
in this color. Probably 150 pairs 
are the most any store has—and 
orders are kept on the way to keep 
sizes complete. 


Spring Market Week 


Chicago is making plans to re- 
ceive thousands of merchant vis- 
itors during Spring Market Week, 
April 12 to 17, according to an an- 
nouncement by the Chicago Asso- 
ciation of Commerce. Wholesalers 
and manufacturers have joined in 
inviting retailers throughout the 
Central States to inspect stocks of 
merchandise ready to ship in their 
stockrooms. 

Reduced railroad rates have been 
secured over the Western and 
Southwestern passenger lines from 
points as far west as Missouri. Cer- 
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WHEN THE YOUNG LADY 


ASKS YOU, MR. RETAILER 


How she is going to keep the 
blonde or light gray kid shoes 
you have just sold her 


LOOKING WELL 


You are going to tell her, if you know 
what’s right (and a great many of 
you do) 


NATURAL CHAINLIGHTNING SHOE CREAM 


From the orders that are coming in for NATURAL CHAINLIGHT- 
NING SHOE CREAM it would seem that the majority of retailers in 
the country know what is the best thing to clean and polish such shoes, 
but we want not most of the business, but all of it, for all of it is ours by 
right of merit. If you don’t want the shoes of your young lady customers 
to become spotted and stained very quickly, serve them NATURAL 
CHAINLIGHTNING SHOE CREAM for these very delicate 


colored shoes. 





GEO. J. KELLY, Inc., Lynn, Mass., U. S. A. 


Makers of 
Bagof Whiterightoff Patentrep The Lynn Debutante W hiteheeledge Ete. 
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tificates can be secured from local 
ticket offices and will be validated 
at the Association of Commerce, 10 
South LaSalle Street, Chicago. 


Wholesalers Active 


Chicago’s wholesalers report an 
exceedingly active week, especially 
in the novelty numbers. Local 
stocks of women’s novelties are 
pretty much cut up by small lot 
buying and one of the leading 
wholesalers of women’s fancy nov- 
elties has made two rush trips East 
to secure stock for the after Easter 
fill-in business. Children’s whole- 
salers report an active week in kid- 
dies’ footwear, especially from lo- 
cal merchants and stock depart- 
ments are working at top speed in 
an attempt to handle all business in 
time for pre-Easter selling. 


NEW YORK 


Easter Trade Unsatisfactory 


So far as New York was con- 
cerned, the pre-Easter shoe busi- 
ness was disappointing. A few 
merchants reported excellent busi- 
ness, and most of these were retail- 
ers scattering to the free spending 
class. In short, business on the 
better and more expensive types of 
footwear was in larger volume, pro- 
portionately, than on the medium 
and cheaper grades. 

Unpropitious weather accounted 
for some of the diminution in shoe 
buying. However, some merchants 
are of the belief that the old-time 
rush of business immediately be- 
fore Easter never will be seen 
again, for the reason that the trade 
has lost much of its seasonal char- 
acter. 

New York merchants are far 
from disheartened at the prospect, 
however. Stocks are in good shape 
and a few weeks of seasonable 
weather, it is felt, will bring busi- 
ness back to normal. There are few 
cut price sales being run at pres- 
ent, even the department stores 
that usually stage events of this 
kind being content to confine their 
bargain offerings to basement 
stocks. 

Light Shades Rule 


The usual fashion parade on 
Fifth Avenue on Easter Day served 
to bring footwear into the limelight 
more strongly than in the past. 
Fashion writers who viewed the pa- 
rade with critical eyes commented 
on the importance of gray, both as 
a costume and shoe color. The 
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light beige shades of tan also were 
conspicuous. For the shoe man the 
parade demonstrated one thing— 
that light shades of footwear have 
been given the stamp of approval 
by fashionable women. 


Louis Gordon in Europe 


Louis Gordon, the head of the 
Deauville Ornament Company of 
New York, is in Europe on a buy- 
ing tour of ornaments for the shoe 
trade. Mr. Gordon will be away 
from four to six weeks. 


George Baker Dead 


George L. Baker, a retired shoe 
manufacturer, died Monday, April 
5, at his home in Port Chester, N. 
Y. He was 89 years old. Mr. Baker 
was the last member of the firm of 


I. Miller, Fifth Avenue, New 

York, is showing this original 

Perugia model in suéde finished 

crocodile leather at $26.50 

Marcy & Bros., for many years 
leaders in Hartford, Conn. The 
firm was started in Union, Conn., 
before the Civil War, moved to 
Hartford, thence to Wethersfield. 
The business was discontinued in 
1906 and Mr. Baker had lived in re- 
tirement since. His wife, Lottie A. 
Baker, and two sons, Louis M. 
Baker of Port Chester, and George 
M. Baker, Dean of the University 
of the South at Sewanee, Tenn., 
survive. 


Buchner Off for Europe 


Off again on one of his regular 
trips to European leather markets, 
Mr. Buchner, president of the 
Leather de Luxe Co., of New York, 
sailed on the Majestic, Saturday, 
April 3, for a six weeks’ trip. 

Mr. Buchner intends on this trip 
to place his orders for fall require- 
ments. He will visit all the im- 
portant countries in Europe where 
novelty and fancy leathers are ob- 
tainable among which are France, 
Germany, Czecho-Slovakia and En- 
gland. 

The Leather de Luxe Co. has made 
a strong reputation in this country 
as dealer in leathers of this kind. 
Mr. Buchner originates and designs 
all of his own ideas exclusively, and 
has the big tanners in Europe work 
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them out for him. This time he is 
taking with him some innovations, 
many of which will make their in- 
itial appearance in the fall. 


CINCINNATI | 


Colored Kids Lead 


The last week before Easter saw 
the feminine shoe buying public 
spending much time in the chairs 
at the various retail stores seeking 
shoes to match the Easter frocks 
and bonnets. Spring really blew a 
breath of warmer air, although it 
merely took off the edge of the cold 
spell and did not annihilate it alto- 
gether. The greater part of the 
week was comfortable, but several 
cold days with slight snow flurries 
proved to be sufficient brake to slow 
up what otherwise would have been 
a big week, 

Nothing but colored kids were 
in demand. In the words of E. E. 
Kernan, manager of the shoe de- 
partment of the Mabley & Carew 
Company, “We have sold colored 
kids, and then colored kids, and 
then colored kids, and when that 
was over we sold some more colored 
kids,” there has been nothing but 
this popular leather in demand. 


Trimmings Popular 


All shoes sold during this sea- 
son have been replete with taste- 
ful trimming, chiefly in reptile 
leathers and contrasting shades of 
kid leather. High heels and high- 
er heels seem to be the chiéf de- 
mand among the women for shoe 
styles. The long vamp is holding 
sway in the higher priced shoes, 
although there is always a fair 
amount of business in the round 
toe short vamp shoe. 

Heels trimmed in reptile leather 
and similar materials are the rage. 
All merchants who showed what 
they are buying for the remainder 
of the season have displayed shoes 
with these types of trimmings. 


Ivory Kid 


An example of the types of shoes 
women are buying in this market 
was shown by A. E. Gerhardt, of 
the Denton Company. 

The most popular number was a 
one-strap model in ivory kid with 
leaflet shaped underlay trimming 
on the quarters in brown kid. The 
strap also was of brown kid. This 
model is made in an 18/8 inch heels 
and sells for $12.00. 
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The Label That Sells 
Satin Shoes 


When your sales force can point to the 
Skinner label in the heel of a satin shoe, 
nothing more need be said about service. 
Women know Skinner’s Shoe Satin is un- 
equalled for wear. 


This, label nts Impress upon your manufacturers that 
wade ni” "4 you want this Skinner label used in the 
shoes you order of Skinner’s Shoe Satin. 
And by concentrating on this famous fabric 


you will sell more satin shoes. 


Skinner’s Shoe Satin is made not only to 
give longer wear—it keeps abreast of style 
changes. You can get it in all the leading 
colors, such as light gray, parchment, French 
blond, sauterne, fallow, blond, bois de rose, 
daybreak—and, of course, black. 


Also made in Alligator, Lizard and Snake- 
skin patterns. 


Skinner's Shoe Satin is 36 inches wide, with a 
4-ply cotton back. 


WILLIAM SKINNER & SONS 


New York Chicago Boston Philadelphia 
Mills, Holyoke, Mass. Established 1848 


The world’s largest manufacturers of 
Shoe Satin. 


\ Skinners 
Shoe Satin 
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R. T. Leahy Promoted 


R. T. Leahy, formerly assistant 
manager of the Florsheim shop on 
Vine street, has been promoted to 
manager of the Florsheim shop in 
Providence, R. I. Mr. Leahy has 
been in the shoe business for many 
years. Before joining the Flor- 
sheim organization he was with 
the Hanan & Sons Company of 
Milwaukee. 


Hill Visits Cincinnati 


Benjamin F. Hill, president of 
the Hill Shoe Company, which com- 
pany supplies the splendid shoes 
for the Denton Company, was in 
Cincinnati for a short visit last 
week. 


Vollman, Lawrence to Show 


The Vollman, Lawrence Shoe 
Company will be represented at the 
Southeastern States convention in 
Atlanta, Ga., by George Vollman, 
Sr., and William Strout. 


Vollman, Lawrence Dance 


The employees of the Vollman, 
Lawrence Shoe Company will give 
a dance and party at the factory 
April 10 for themselves and 
friends. One of the features of 
the program will be the singing of 
a number. of selections by the Foot 
Rest Quartet, composed of mem- 
bers of the Vollman, Lawrence com- 
pany. This party will be managed 
by George Vollman, Jr., and is for 
the Employees’ Benefit Fund. 





a 


BALTIMORE 








me 


Trade Ahead of Last Year 


The retail shoe business here is 
well ahead of last year. Retailers 
report a considerable gain to the 
early Easter season, in spite of the 
fact that the weather is still very 
cool. Even better business is pre- 
dicted for warmer weather. 

The last Saturday in March 
brought much activity to local 
stores. One department store found 
its shoe department in full swing 
just after the store opened at 9 
o’clock on Saturday last and re- 
mained busy the entire day. When 
the closing bell sounded every chair 
in the department was still occu- 
pied. One Lexington Street shop, 
in order to be able to take care of 
those customers already in the 
store, was compelled to close its 
doors at 3 o’clock in the afternoon 
and did not open again until four, 
when customers waiting outside 
were permitted to enter. 








The picture in the background was painted by T. 
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K. Krueger, one 


of the active heads of Krueger’s, Tulsa, Oklahoma 


Shoes in the novelty materials 
and colors are everywhere being 
pashed to the foreground. The 
light kids are selling best in many 
stores, although a number of shops 
report that all patent or patent in 
combinations are still sold in the 
greatest volume. One shop is show- 
ing an all-black patent oxford with 
green, red or blue laces. At the 
same shop a new Theo tie in red 
and blue kid with parchment trim- 
ming has made its appearance. 
Several dealers are selling a new 
beach sandal in yellow with gold 
enameled strap and yellow elastic 
at the sides. 


Cut Steel Buckles 


The Forsythe Shop is sponsoring 
the idea of applying cut steel 
buckles to gray kid shoes in Regent 
and D’Orsay styles. With the tan 
kids is shown a gilt cut steel 
buckle with tan kid insert. The 
idea is taking wel! in as much as 
the past week’s results show the 
largest buckle and findings week 
the store has ever known. 


Take Miller Agency 


Hochschild, Kohn & Co. an- 
nounced to the Baltimore shoe buy- 
ing public that this store will be 
the sole local dealer in I. Miller 
shoes and will carry a complete line 
in all styles. A very attractive dis- 
play of I. Miller shoes in the latest 
colors and combinations is being 
featured by the department and as 
a result there has been an unusual 
demand for these shoes, which re- 
tail from $12.50 to $22.50. 


Schinkman in New Position 


B. Schinkman, formerly with 
Lane Bryant of New York, is now 
manager of the shoe department of 
the local Lane Bryant store. All 
shoes on the main floor are fea- 
tured with the adapto arch, rang- 
ing in prices from $10 to $14.50. In 
the basement department special 
shoes with a special arch are sold, 
the prices being $4.85 to $8.45. All 
styles are on a combination last, 
sizes to 11 in triple A to triple E. 
There is a foot service department 
under the direction of Dr. Byron 
Schindler, podiatrist. 


Tan Leads in Men’s Shoes 


More tan calf oxfords are being 
sold than the black. As the warm- 
er weather sets in it is expected 
that this increase will continue to 
an even greater extent. Many 
stores are showing blonde calf ox- 
fords. No volume is expected in 
the latter, therefore dealers are 
only carrying one style. The ex- 
treme broad toe will not be as good 
this year as last, the medium broad 
toe will be most popular. Where 
the full broad toes are shown, they 
are made up without the square ef- 
fect. Of the tans, the light shades 
will be most in demand. 

Gilbert & Bull are showing sam- 
ples of shoes with leather perfora- 
tions on toe. Letters representing 
individual initials or college are 
used. 

Isaac Hamburger & Sons is 
showing an English calf-grain ox- 
ford which has the appearance of 
pig skin or reptilian leather and 
retails at $10. 
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Awaiting Your Call 


80,000 Pairs of Beautiful Fitting 
Black Kid Low Shoes 


B1913—Black Glazed Kid Front Gore 
Sandal. 309 Combination last, 14/8 
covered Cuban heel, beaded ornament, 
Goodyear welt Price $5.50 





LENDER FO 


ARCH FITTER 


TRADE MARK 


B1908—Black Glazed Kid Three But- 
ton Four Bar Sandal. Quarter. over, 
809 Combination last, 14/8 Wingfoot 
Cuban heel, Goodyear welt..Price $5.00 














These shoes will command any 
price you wish to ask. 


Cut from smooth, plump, firm- 
grained Patna kidskins, on con- 
servatively smart patterns. 


Built over perfect fitting 
Special Measurement lasts. 


Stocked In 
Widths Sizes 
AAAA to EEE I to 11 
= 
The Five Dollar numbers are 
dressed semi-bright. 


The Five Twenty Five and 
Five Fifty numbers are not 
dressed. We rub them up 
lightly before packing, to bring 
out their natural glaze, and 
their wonderfully smooth 
grain. 

Regardless of what you pay, 
money will not buy shoes with 
finer uppers. 














B1923—Black Kid One Strap Sandal. 
209 (short heel) last, 14/8 covered 
wood Cuban heel, Goodyear welt. 

Price $5.25 





J’Arca Fer ) 


TRADE MARK 


B1948—Black Kid, Three Button “dia- 
mond” cut-out sandal. 301 (Combina- 
tion) last, 14/8 Wingfoot Cuban heel, 
Goodyear welt 


——— 


165 N. Water St., Rochester, N. Y. 
Chicago Office: 189 W. Madison St. 
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| ST. LOUIS 





Weather Hampers Trade 


Old Dame Nature stepped in the 
week preceding Easter and played 
havoc with many anticipations of 
retail shoe merchants who confi- 
dently expected considerable busi- 
ness. The snow blanket which cov- 
ered the western half of the United 
States during this period didn’t 
miss St. Louis and after a down- 
pour all day Tuesday the rain 
turned to snow and Wednesday 
found an abundance of it all over 
the city. 

The weather clearéd later in the 
day, but continued cold with pros- 
pects better for business the rest 
of the week. With all of the unfa- 
vorable conditions business in the 
shoe-belt was not reported as being 
extremely bad. 

It was hoped, however, that 
spring would not be far behind for 
the last week in March as many 
needed a few fine, fair days to 
show an increase for March over 
the same period of a year ago. 


Ahead in March 


A majority of stores showed a 
gain in March over the 1925 fig- 


ures. Out of 12 stores where fig- 
ures were available about 8 showed 
increases. In the remaining four 
the decreases were so slight that 
the final tabulation of the last day 
would either make for a loss or 
gain. 

A few stores reported rather 
large increases, but these stores 
were the exception rather than the 
rule. 

Business Palm Saturday was un- 
usually good in all stores. The 
final rush for colored kid shoes con- 
tinued to be prevalent and even 
during the cold snap their popular- 
ity did not wane one iota. 

Gray kid gets better with each 
telling and the demand is appar- 
ently on the increase. Stores re- 
ceiving shipments report of their 
complete annihilation by salesmen 
serving the call heard in all stores. 
Also reptile grains are being ac- 
cepted more enthusiastically and in 
trimming they are big. 

Some large operators are al- 
ready expressing their belief that 
they will not receive their big ova 
tion until fall. They are loud in 
their approval for these types as 
a distinct fall popular vogue. 


Men’s Trade Satisfactory 
Men’s business seems to be satis- 
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factory in most stores. While much 
more business could be handled, 
on the other hand a more percepti- 
ble slackening could also be wit- 
nessed. 

The light tans, with medium 
weight soles and broad toes are 
still the best sellers in one of the 
largest stores selling men’s shoes. 
Also is reported a tendency for 
narrower toes, but this has not as 
yet been felt sufficiently to chal- 
lenge the supremacy of the broad 
toe field. 











| ROCHESTER 


Retail Trade Slow 


Easter business in Rochester was 
quite a disappointment to local 
shoe merchants. The first three 
days of the week preceding Easter 
were extremely cold and rainy, and 
as a result business was far below 
expectations. 


Patents Strong 


Patents are still selling freely 
and the demand has not let up to 
any great extent in spite of local 
merchants’ efforts to push colored 
kids. 


Next to patents, gray kids are. 


moving second best. Local womcn’s 
apparel shops report a big demand 
for gray in women’s coats and suits 
and this is reflected in the call for 
gray footwear to match milady’s 
new spring apparel. Light kid 
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shades in parchment, sauterne and 
bois de rose have shown much ac- 
tivity during the past week and 
local shoe merchants expect a much 
increased demand for kid footwear 
within the next two or three weeks. 


Men’s Business Slow 


Pre-Easter men’s business has 
not been up to expectations in 
Rochester. Inclement weather, 
combined with reduced price sales, 
materially retarded business dur- 
ing the past two weeks. Two of 
the leading men’s stores, the Mc- 
Farlin Clothing Company and the 
Union Clothing Company, have 
been offering leading men’s lines 
at reduced prices, and these sales 
materially cut down the purchasing 
of Easter footwear at regular 
prices. 

The McFarlin Clothing Company 
is replacing its Hanan shoes with 
Nettleton’s and announced a special 
offering of Hanan shoes at prac- 
tically cost price. The Union 
Clothing Company, which formerly 
carried the Nettleton line, has se- 
cured the agency for French, 
Shriner and Urner shoes and also 
ran a reduced price sale. 

The children’s business’ in 
Rochester has been extremely good. 
The weather, which has been large- 
ly blamed for the slowness in men’s 
and women’s footwear, evidently 
did not affect the demand for chil- 
dren’s footwear, which is reported 
as equal to, and in some cases bet- 
ter than a year ago. 


Several good window trim ideas may be uncovered by a study of 


this display of Riley Shoe Co. footwear. 


The display was origi- 


nated by G. H. Brawley, sales and advertising manager, and was 
used at the Columbus, Ohio, convention of the Ohio Valley Retail 
Shoe Dealers’ Association 
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New Shoes 


If your feet are naturally tender, the 
most perfectly fitted shoe is apt to cause 
gteat discomfort until it is shaped to the 
foot. 

It is no longer necessary to make your 
feet bear the brunt of ‘‘breaking in” new 
shoes. Simply remember, at the time you 
buy shoes, to get a package of Dr. Scholl's 
Zino-pads. Then, wherever they press or 
rub and burn or smart, apply a Zino-pad 
to the tender spot. In one minute the pain 
is gone, and your new shoes made as 
comfortable on your feet as your old ones. 

It is the protective feature of Dr. Scholl's 
Zino-pads, and the soothing, healing 
medication they contain, that produces 
this grateful relief. They are thin, water- 
proof, antiseptic. Cost only 35ca pack- — 
age. Sold everywhere. ; 
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For convincing free test, mail coupon below. to sol I e 
, | -¢ It will please 
Put one on—the pain is gone! pity 





Protecting the Toes and for Corns articles 


For inflamed toes and sore 
spots, apply Dr. Scholl's 
Zine-pads (Corn size). 
They stop all discomfort 
instantly and prevent for 
mation of corns. 


yourCustomers | 








Preventing Bunions 
Apply Dr. Scholl's Zine 
pads (Bunion size). They 
stop the pressure of the shoe, 
‘and bunions.. The 
soothing medication ends the 
pain at once. 


Striking advertisements like this, running in the 
leading magazines and read by millions, will 
banish the dread many people have of buying 
new shoes—a serious problem for the progres- 
sive merchant. Your customers are reading 
these ads. Sell each one of them a package of 
Dr. Scholl’s Zino-pads when new shoes are pur- 
chased. Get your salespeople behind this plan. 
Then watch your shoe sales! 


The Scholl Mfg. Co., Inc. 


213 W. Schiller St., 62 W. 14th St. 





For Sore, Tender Heels 
Blisters and tender spots on the 
besls are easily prevented and 
all soreness removed, by apply- 
ing Dr. Scholl's Zine-pads 
Coleus or Bunion size). 








the forerunner of them— burning 
pa. H... soreness—apply Dr. Scholl's, 
Zine-pads (Callous size). They stop 
the cause, and end the pain at once, 
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Shoe Manufacturers Generally 
Have Had Good Business 


Producing Centers Are Optimistic 


HAVERHILL 


Style Runs Into Volume 


Three million pairs of shoes were 
made in Haverhill shops for the 
Easter trade, according to figures 
from the Chamber of Commerce. 
The figures are for smart novelty 
styles only, such as are worn by 
fastidious women, and do not in- 
clude ordinary shoes of any sort, 
nor children’s footwear, either. 


Highest Run of Heels 


Heels for Easter and early 
spring shoes averaged the highest 
in history. This report is from the 
Haverhill wood heel trade. It ap- 
plies to Haverhill shoes and to the 
shoes of other centers that use 
Haverhill heels, Haverhill being 
the big center for the wood heel in- 
dustry. 

Heels 20/8 high are common, and 
“Spanish spikes” were the height 
of fashion. 


The Color Complex 


All of the colors of the chart are 
to be seen in Haverhill factories, 
and such are the combinations of 
colors that it is difficult to say just 
what colors are leading. If a shoe 
has a vamp of patent and a quar- 
ter of reptile grain, is it a patent 
leather shoe or a reptile? 

Business on white shoes is brisk, 
with delicate trims of color in good 
demand. Grays, still in demand, are 
tending to the ligher shades, ton- 
ing up towards summer-like hues. 
Many buyers continue to order 
steadily on patent leather num- 
bers, with color trimmings. Reptile 
grains continue in favor. Bizarre 
color effects are conspicuous, but 
the bulk of business is on the more 
harmonious blends of colors, or 
grains. 

A Tray for Shoes 


A tray for shoes is among the 
products of Haverhill. It has com- 
partments for four or six shoes, ac- 
cording to the model. It is used 
in factories for convenience in 


handling small pair lots of shoes. 
It might serve equally well in 
wholesale and retail stores. 


Shiny Shoes for Youngsters 

Seventy-five per cent of the shoes 
in a Haverhill factory, making 
children’s footwear, are of patent 
leather. Such shoes for children 
are liked by many parents, for it 
saves them the labor of polishing 
up shoes for the “kiddies.” 


To Make Novelties 


Bernard Durgin, who was with 
Witherell & Dobbins, is to make 
novelty shoes in Haverhill. 

Applique Trims 

Appliqué trims continue popular, 
with the reptile grains much used 
for the making of the appliqués. 

Among the smart shoes going out 
of Haverhill is a pump with a high 
pitched instep strap, a custom 
round toe, and a 18/8 heel. It is 
made of patent leather, satin or 
colored kid, without trimmings of 
any sort. It is a simple shoe, but 
there is an amazing appeal in its 
style lines, if one has an eye for 
graceful symmetry in footwear. 











Just Plain Clogs 


There are styles and styles 
in the Haverhill district. 
John Malloy, in the neighbor- 
ing Georgetown, is making 
clogs or shoes with wooden 
soles and leather uppers, the 
uppers being nailed to the 
soles. 

These clogs are “Shoes for 
the Occasion” for they are 
worn by men who work in 
damp places, or chemical fac- 
tories, or by farmers. 

Some clogs are sold in 
Washington, where they are 
worn by employees who labor 
in the Bureau of Engraving. 
Chemicals used in the engrav- 
ing processes get on the floor 
and eat into soles of leather. 
So wooden soled shoes are 
worn. 








ness,” 





MILWAUKEE 


Manufacturers Optimistic 

Milwaukee shoe manufacturers 
have enjoyed a very satisfactory 
business during the month of 
March and they are taking an opti- 
mistic view about the situation for 
the remainder of the spring sea- 
son. In some quarters, enthusiasm 
has been curbed to some extent by 
the heavy snow as it is thought 
that this may deter many retailers 
from reordering for April and May 
business, but on the whole the sit- 
uation is looking good. 

“Things are looking very bright 
for late spring and summer busi- 
stated A. J. Schoenecker, 
secretary of the V. Schoenecker 
Boot & Shoe Co., manufacturers of 
women’s semi-dress and comfort 
shoes. “Although the snow will 
hold things back a little, I believe 
the season will work out very 
nicely. Our lines have been mov- 
ing about as well as we antici- 
pated.” 

“March was the biggest month 
in the history of our business,” de- 
clared W. G. James, president of 
the James Shoe Manufacturing Co., 
manufacturers of young ladies’ and 
children’s shoes. “Our shipments 
for the month of March were 25 per 
cent ahead of the biggest month 
we had had previously. We have 
little business ahead for April, but 
we feel fairly confident of a satis- 
factory month as we have been sell- 
ing mostly from stock, rather than 
booking orders ahead.” 

Light Shades Lead 

Light shades, especially sauterne 
and blond, have been showing the 
most activity at this factory, ac- 
cording to Mr. James, and sport 
oxfords, pumps and straps have 
also been moving. The line of chil- 
dren’s welt shoes featured by the 
firm has also been very good. 


New Hosiery Manager 


O. T. Thompson, formerly branch 
manager for the Real Silk Hosiery 
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North Sho.e Bootery, Evanston, Ill. “ 


People seek up-to-date merchandise 


in stores which look up-to-date 


IDY, unshined shoes may still be good serviceable shoes —but they 
don't look it. Nor does an old fashioned, unattractive store reflect prog- 


ress, smart merchandise, and good values. Like unshined shoes — unadorned 
stores hide their true worth. 


For fifteen years we have specialized in manufacturing the one factor of greatest 
importance in adding distinction to shoe stores—American Interlocking Shoe 
Store Chairs. For, beyond their utility, their greater service and longer life, is 
a beauty of line and finish that suggests careful store management, adds an air 
of prosperity to the store, invites more and better trade, and builds customer 


confidence. 


A Free Service to Improve Your Store 


Thousands of leading stores throughout the country are equipped with American 
Interlocking Shoe Store Chairs. And in these installations we have gathered 
many important facts regarding shoe store seating. Today our engineers and 
draftsmen offer you their experience free. With no obligation on your part 
they will gladly suggest an arrangement of chairs to enable you to serve more 
customers, with greater speed and convenience, and at the same time add 
greatly to the decorative effect. Write to our Shoe Store Service Department. 


Their counsel and assistance is yours for the asking. 


American Seating Company 


Illustrating 
No. 6035 


A beautiful decora- 
tive treatment that 
will harmonize with 
any interior. A dura- 
ble chair, with deep 
curve back, mattress 
spring seat, any cover- 


— ji 


These great 
features 
Greater gate epee 


Greater comfort for your 
customers, 

Greater durability— these 
chairs are guaranteed 
against 7 

Greater beauty because of 
attractive designs. - 

Greater economy in cost. 
15 years of experience to 
serve and assist you. 











This Booklet— 


The Shoe Store Beautiful 
shows many attractive 
styles and arrangements. 
Write for a copy, today. 





1016 Lytton Building snk Chicago, Illinois 


NEW YORK: Room 601, 119 W. 40th St. 
BOSTON: Room 302, 69 Canal St. 


PAILADELPHIA: Room 703, 1211 Chestnut St. 
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Co. in Milwaukee, has taken over 
the management of the branch at 
Fond du Lac, Wis., succeeding O. D. 
Lefier. The latter has returned to 
the factory at Indianapolis. 


Plan Good Will Tour 


Plans for the twenty-third an- 
nual good will tour of the Mil- 
waukee Association of Commerce 
under the auspices of the manufac- 
turers’ and jobbers’ division are be- 
ing developed rapidly as the date 
for the trip approaches. The tour 
will be made this year on the Good- 
rich steamship: Carolina, leaving 
Milwaukee June 13 and returning 
June 22. Stops will be made at 
Michigan, Wisconsin and Minne- 
sota cities along Lake Superior, ac- 
cording to early plans. 


To Investigate Frauds 


Examinations for an_ investi- 
gator of fraudulent advertising 
will be held at Madison April 17 
in connection with other civil ser- 
vice examinations, according to an- 
nouncement from the capitol. The 
new position has been created as a 
result of the law enacted by the 
1925 legislature providing a pen- 
alty for false advertising and plac- 
ing its enforcement under the of- 
fice of the State treasury agent. 
The requirements for the position 
are familiarity with various meth- 
ods of advertising, general knowl- 
edge of merchandising and apti- 
tude for detective work. Duties in- 
clude investigation of doubtful ad- 
vertising and complaints of alleged 
false advertising, and gathering 
evidence for legal action. 


Form New Company 


Incorporation papers have been 
filed for the Braunson Manufactur- 
ing Co. of Milwaukee, which will 
manufacture a line of soft sole 
leather house slippers. The new 
company is taking over part of the 
machinery of the bankrupt firm for- 
merly operated under a_ similar 
name, and is located at 387 Tenth 
Street. P. J. Braun is at the head 
of the new company. 





| BROCKTON 


Blond Calf a Feature 


Local manufacturers are finding 
the blond calf trade the biggest in 
any novelty in the history of their 
business. Many orders have al- 
ready been sold, and they are still 
being received for immediate, 
thirty and sixty-day delivery. Light- 
er shades are spreading to kid. In- 
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Brockton Shoes 


Inspire a movie star to verse 


Wesley Barry, the happiest little star in moviedom, recently 
visited the Doyle shoe factory in Brockton and was fitted out with 
a pair of shoes especially manufactured from cutting to packing 


room in three hours. 


Young Wesley said to Billy: 


Then Wesley wrote this bit of verse: 


“T have traveled near and far, 


Across this pleasant country in my réle as movie star. 
I wear a lot of leather out; I give it constant use. 
I’ve always wanted for my feet a pair of Brockton shoes.” 


Said Billy Doyle to Wesley; Billy tumbled he was wise: 

“Tl make you up a dandy pair: what is your width and size?” 
And just the size that Wesley wore, I do not wish to say 

But Billy made a record: Billy made them in a day! 


And Wesley Barry put them on—as happy as a king. 

And Wesley whistled, Wesley sang and danced a highland fling. 
Like little brown stars twinkling, his merry freckles played, 
As Wesley laughed delighted at his pair of Brockton-Made. 


stead of all Havana brown shade 
of the past, kid is now coming in 
cherry and golden brown vici. An 
increase in black continues, due to 
the light shades that prevail. 

For fall a medium shade is seen, 
still light, but a shade darker than 
the light tan which has been popu- 
lar. Samples will include few high 
shoes. The percentage of oxford 
trade will run nearly ninety or 
ninety-five per cent. 

A decline in the popularity of 
Scotch grains is seen by some men, 
although it is expected some firms 
will include some in their lines. 


Kent With Packard 42 Years 


President John §S. Kent of the 
Brockton Shoe Manufacturers’ As- 
sociation, also prominent in the Na- 
tional Boot and Shoe Manufactur- 
ers’ Association, completed on 
March 31 forty-two years of ser- 
vice with the M. A. Packard Com- 
pany, of which he is the treasurer. 
This is the golden anniversary of 
this concern. Mr. Kent started 
with this concern as a bookkeeper, 
later becoming superintendent, 
which position is now held by his 
son, John S. Kent, Jr., and then be- 
coming a member of the firm. 


Boylan Goes to Rosenwasser 


Bernard T. Boylan, who for some 
years was in charge of the lasting 
department of the Stacy Adams 
Company, is now general superin- 
tendent of Rosenwasser Bros. Shoe 
Co. of Long Island City, N. Y. 
He was formerly interested in the 
J. Ralph Baker Shoe Company of 
Bridgewater and later in the Pin- 
gree Shoe Co., Detroit. 


Geo. J. Smith Dead 


Geo. J. Smith, credit manager of 
the M. A. Packard Shoe Co., passed 
away on April 2 in his seventy- 
ninth year, at the home of his 
daughter, Mrs. Ralph P. Jackson of 
this city. Mr. Smith was born in 
Warren, Me., was a clerk in re- 
tail stores prior to entering the 
shoe business as bookkeeper. His 
first connection was with the F. B. 
Tucker Shoe Company of Avon. 
Later he was office manager of the 
F. M. Shaw & Son Company, 
leather dealers of this city. A son, 
Wm. G. Smith of Winthrop, is man- 
ager of the No. 1 Douglas retail 
store in Boston. 





ST. LOUIS 





Wholesale Trade Good 


Business along Washington Ave- 
nue, the wholesale shoe district, 
continues to be good. The general 
line houses report good shipments 
and one large house reported an 
increase over March of 1925. An 
officer of one of the large specialty 
houses reported that March would 
show the largest shipments the 
company has ever made in the his- 
tory of its existence. 

The Federal Bank report on busi- 
ness conditions in the eighth dis- 
trict has the following to say with 
reference to shoe manufacturing: 
“February sales of the 11 reporting 
interests were 38.7 per cent larger 
than in the corresponding period 
of 1925 and 14.0 per cent under the 
January total this year. Stocks 
on March 1 were 2.6 per cent larger 





BOOT AND SHOE RECORDER April 10, 1926 


~ 


A GO-GETTER 


A shoe that wins the prospective customer and makes a ready sale, 
—at the profit you should have. 
686 PARCHMENT LEA. brown trim 17/8 spike $3.75 
687 PARCHMENT LEA. brown trim 13/8 cuban $3.75 


“There’s a HANNAHSON’S distributor in your section.” 
If you do not know his name write us. 


HaVERAILL MACOS 
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The Nanette 


Get ready for the Spring and Summer girl—with 
this popular model. 


Heel 12 to 20/8. 
Medium and full toes. Made the Sherwood way. 


Salesmen or Samples. 


Mr. W. T. Jones will be at the Piedmont Hotel, Atlanta, Georgia, Room 925, April 12, 18 and 14th. 


NEW YORK CHICAGO PHILADELPHIA 
Mr. Lobatto, Barclay Bldg. Mr. Le Pine, 1618 Republic Bldg. Mr. Schoell, 119 So. 4th St. 


OAKLAND, CAL. LOS ANGELES 
Mr. Kushins, care Roos Bros. R. L. Wall, Lankershim Hotel 


SHERWOOD SHOE CO. 
SMART SHOES 
Buy Sherwoods and Stick to Them ROCHESTER, N. Y. 


When writing to advertisers please mention Boot anp SHozE RECORDER 
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than February 1 and 15.2 per cent 
larger than the total on March 1, 
1925. The volume of current orders 
is holding up well, but sales for 
future shipment are considerably 
under the same last year. Great 
stress is still being laid upon 
styles, particularly in the case of 
women’s and children’s wear. Some 
improvement was noted in the de- 
mand for men’s work shoes. Prices 
of finished goods showed no change 
during the past 30 days and the 
average was about the same as this 
time last year. 

Raw materials showed a further 
downward trend. Operating sched- 
ules were reduced by several of the 
leading interests and the average 
was about 82 per cent of capacity 
against 95 the month before.” 


LYNN 





Filling-in Business 


Lynn shoe factories are handling 
supplementary orders for filling-in 
stocks after Easter sales and regu- 
lar summer business. Early spring 
and Easter shoes were widely dis- 
tributed and well sold. Styles for 
right after Easter will be a con- 
tinuance of styles right before Eas- 
ter, with colored kids still going on, 
and the demand for reptile grains 
for trimmings unabated. The mak- 
ing of white shoes is well under 
way. The program is that white 
shoes should be out of the facto- 
ries by May 10. But some Lynn 
firms believe it will take a longer 
time to satisfy the demand for 
white footwear. Some manufac- 
turers would like a two-pair season 
on whites. Center ties are gaining 
some, but pump styles are still 
favorites, especially those with 
straps. Sandal styles, which are in 
increasing demand, are now inter- 
preted as shoes with open shanks, 
and front straps and instep straps 
and high heels. Country club mod- 
els have replaced sport models in 
Lynn lines. 


New Style Movements 


Several new style movements are 
evident in Lynn. Development. of 
them is more or less subject to the 
influence of the style conference in 
New York, April 14. 

New models of lasts, as revealed 
in Lynn, show balloon toes and 
squarish toes, and also a new last 
for high waisted pumps. The bal- 
loon and the squarish toe lasts 
carry 10/8 heels for welts, and 13/8 
heels for McKays, with some heels 
on McKays as high as 20/8, The 


#° From Cleo’s Rude Sandals 
to Your Easter Shoes 
WOMEN HAVE ALWAYS WANTED 
NEW SHOES IN THE SPRING, BUT 


Crests wistfully eyeing Marc, would say: 
“Slave, gather some fresh papyrus; | need a new 
paw of sandals.” . . Socrates’ spouse could 
only angrily murmur: “—7 years’ wear out of 
my one and only pair of calceus, lazybones—" 


Queen Anne could merely demand new wooden 

soles for her clumsy clogs, with their untanned uppers. 

. « Holland's “Lady of Fashion ‘would order, “Whittle 

me some new sabets” . the Countess of S—— 

might simply receive new silk ribbon for the slashes of 
her pointed-toe bushins . . 


While you, Miledy, for Easter may choose 
here from more than 80 shoe styles, {latter- 
ingly designed, made of many kinds of 
material, and ornamented in 5 
that shame 4,000 years of plainness! 








History was called upon to fur- 

nish the basis for this unusual 

Easter footwear ad by Sommer & 
Kaufmann, San Francisco 


new high waisted pump carries a. 


heel 20/8 high or higher. 

Last makers also report a larger 
demand for welt lasts. Some of 
these lasts have rocker bottoms. 


Changes in Patterns 


Several Lynn firms are trying 
new patterns in center ties, such 
as Theos, one and two eyelet, and 
snappy ties and lattice front and 
novelty tongue oxfords. There are 
already some smart looking short 
vamped high heel oxfords. 

Open shank shoes are in new 
demand. The edge of the insole, 
exposed by the open shank, is cov- 
ered with leather to match the 
quarter. Usually open shank shoes 
have a slim instep strap and a 
front strap. Some of them have 
vamp collars, of a leather to con- 
trast with the vamp, and there are 
small cutouts in the collars. 

Harlequin and Parisian patch 
patterns maintain their popularity. 
Their uppers are lined in geometri- 
cal designs and some of them are 
startling looking. Futuristic pat- 
terns they are called. 

The semi-anklette, lately shown 
in several Lynn lines, has an extra 
high pitched instep strap. It repre- 
sents the efforts of some designers 
to develop the anklette type of shoe 
and to get a band of leather around 
the ankle, above the ankle bone. 
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In Better Balance 


Production of shoes in Lynn is 
in good balance to the demand this 
season. Over-production on this 
style or that style is rarely heard 
of and returned shoes are few and 
far between. 

This betterment in business has 
come through more thorough study 
of styles as well as through the 
now common methods of buying 
shoes close to requirements and not 
over-stocking on any lines. 


1008 Pieces to a Case 


Daley’s Golden Rule factory is 
making some Harlequin pumps of 
such elaborate design that there 
are 1008 pieces of upper leather in 
each case of 36 pairs. This looks 
like a record of the sort. 

There are scarcely more than 2 
feet of leather to each pair. But 
there are 28 pieces of upper stock 
to each pair. The cutting and 
stitching of each pair is intricate. 


A Friar’s Shoe 


A Lynn designer has a notion of 
a friar’s shoe, an adaption from 
footwear of the monks of the Mid- 
dle Ages, which he is holding in 
case styles should react to shoes 
severely and artistically plain. 

This friar’s shoe is of buff leath- 
er, made over a square toe, low heel 
last and fastening with a latchet 
across the instep. It is about as 
austere a style in footwear as can 
be imagined. 


Iguana and Armadillo 


Peabody embossers have added to 
their collections two new plates, 
one of the iguana or American 
lizard, and the other of the arma- 
dillo, a strange creature, with a 
shell-like back, that thrives in 
South America. 

Incidentally, the embossers are 
working their presses busily to pro- 
duce alligator, lizard and snake 
grains. 


A Country Club Oxford 


One of the new Lynn oxfords of 
the country club class is of the 
new stone calf, with trimmings of 
Russia calf. It is made over a 
modified balloon toe last, carrying 
a 13/8 heel and the heel is of leath- 
er. The upper laces through five 
eyelets. Beside the lace stays are 
two long narrow cutouts, oval at 
each end, and these cutouts are 
crossed by two bars of Russia calf 
of corresponding shape. On the 
tip are round perforations, a little 
larger than a lead pencil, and in the 
perforations are inlays of Russia 
calf. 
































NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 
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BOOT AND SHOE RECORDER 


LaLonde & Clarke, Inc., Suc- 


ceed Piehler Shoe Co. 


LaLonde & Clarke, Inc., Rochester, 
N. Y., have taken over the Piehler 
Shoe Co. and began operations this 
week at the former Piehler factory, 
37 Centennial Street. The new 
company will continue to manufac- 
ture a full line of growing girls’, 
misses’, children’s and _ infants’ 
shoes of the finest quality, includ- 
ing welts, turns and the Babewelt 
line. To render service the new 
firm plans to carry a complete 
stock of the most popular numbers. 

The personnel of the new firm 
will be made up of former makers 
of Piehler shoes, thus insuring the 
same high grade footwear that this 
house has always made. 

Tom LaLonde, for 16 years with 
the Piehler Shoe Company as sales 
manager and style man, is presi- 
dent of the new corporation and 
will continue to merchandise the 
line and will have charge of sample 
making. 

Rush Clarke, who for the past six 
years has been associated with 
E. P. Reed & Company in produc- 
tion work, is secretary and treas- 
urer of the new corporation and 
will have charge of the factory. 

Both of these men have had a 
wide experience in the shoe busi- 
ness and the combination of Tom 
LaLonde, who is regarded as a lead- 
ing children’s shoe stylist, with 
Rush Clarke, who has had years of 
experience in quality manufactur- 
ing, should mean a much improved 
line of children’s footwear. 


A Novelty Welting 


MOoNTELLO, Mass.—One of the 
outstanding novelties in “styling 
up” shoes is the Barbour Crosscut 
welting. It is claimed that this 
welting is made by the application 
of a spirit stain to the grain side of 
the leather welt, which stain is later 
removed in alternate strips by the 
cutting away of sections in the 
grain. The result, it is claimed, is 
a permanent fast-colored pattern, 
made in any number of cuts to the 
inch, to match the outsole stitching. 

The more conservative shoes show 
ten and twelve cuts to the inch; 
sport shoes show a wider cut. This 
crosscut welting provides an excel- 
lent contrast for white stitch work. 
It is reported that nearly 200 con- 
cerns have sampled it and that sev- 
eral of the larger factories have used 
it in their samples. 
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STOCK DEPT.5 


SNAPPY SNAPPY 
ACTION! STYLES! 
“They've Got to Be Stetson 





THE STETSON SHOE CO., Ine. 
Seuth Weymouth, Mass. 








HENRY LILLY CO. 
88-90 Reade St. New York 


AUCTION TRADE SALES 
of 


SHOES and RUBBERS 
Every Wednesday and Friday 








SNAPPY SHOES 

FOR YOUNG MEN 
Up to the minute Styles. Selling 
values unsurpassed. Priced to 
please. Investigate. 

CRAIG-REED & EMERSON, Inc. 

Brockton, Mass. 
Boston Office, 10 High St., Room 304 
New York Office—Marbridge Bldg. 











BRIDGEWATER 
WORKERS’ 
CO-OPERATIVE 
ASSOCIATION 














<Mfers Swe. 
HAND TAILORED 
HAND LASTED 


BIon F-REYNOLDS Coun. 
BROCKTON MASS. 














“WILL Pi “es BIGGER, 
AND MORE DEPENDABLE 
CHILDREN’S BUSINESS, 
Write for Agency Plan 
DrAPosner, SHOES, Inc. '*° “ASE RROD nen at ON 








“ELAM” 
Flexible Turn Shoes 
For the Jobbing Trades Exclusively 
F. S. ELAM SHOE Co. 
ROCHESTER, N. Y. 








Boston Office, 183 Essex Street 
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PARISTYLE FOOTWEAR MFG. CO., nC. 
“Giese Bide. vada 4 ey a Se 


Chicago Office, 
HIGH GRADE MULES and D’ORSAYS 


Made of Satin, Ouilted Satin, Embossed 
insel and Brocade 


Leather, Ti 
Prices from $23.00 per doz. up od 


For the 
[Of the BNen A. ane 
Trade 
am 
Soft-Sole Leather 


Beudoirs and Novelty 
Kimeone Sandals 


Write for Price 
BEST-EVER SILPPER CO., Inc., BROOKLYN, N. Y. 


oO 
Forighs <“)- ., 
The Quality 
Pullman Slipper 
RED BLACK TAN 























DR. CAMPBELL’S 
HEALTH SHOE 


Ask for New 
talogue 


Powell & Campbell 
122-124 Duane St., 
New York City 








for illustrated 

list of profitable 

‘ort styles carried in 
. K. Gardiner Co., ‘Pittsfield, N. H. 














EMIL RUBLACK 
Maker ef Artistic 
Price and Sale Tickets 
Samples Mailed Free on 
‘ Request 
146-142 WEST BROADWAY 
NEW YORK 
Me. 258, $2.56 per 100 Established (908 
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We Apologize 


The announcement in our 
issue under date of March 27, 
stating that J. J. Martin re- 
signed his position as general 
manager of Central Shoe Com- 
pany on account of ill health, 
was an error. Mr. Martin 
wishes to announce to his 
many friends in the shoe in- 
dustry that he is in good 
health and that he will be ac- 
tively identified with the in- 
dustry at the beginning of the 
fall season. 














Waterproof 


Takes and Re- 
tains a Polish 


CREESE & COOK CO. 
at st, 











Insurance Company Cele- 


brates 50th Birthday 


During the week of April 4 to 
April 10, the Central Manufactur- 
ers’ Mutual Insurance Company of 
Van Wert, Ohio, the largest of the 
metal companies in the general fire 
insurance business, celebrated its 
fiftieth anniversary. 

The date of the formal incorpo- 
ration of “The Central,” as the com- 
pany is known throughout the 
United States and Canada, was 
April 7, 1876. 
year a big municipal celebration was 
held in Van Wert. A day of fes- 
tivity culminating in a public din- 
ner given by the Van Wert Cham- 
ber of Commerce featured the ob- 
servation of “The Central’s” birth- 
day. 

Starting in 1876 with cash assets 
of $9,871.20, the Central Manufac- 
turers’ Mutual Insurance Company 
has grown steadily until its cash as- 
sets at the close of 1925 totaled 
$3,052,457.87. In 1876 the net cash 
surplus of the company was 
$3,680.25 and this has grown in the 
fifty years of the company’s exist- 
ence to $1,482,191.29. Under the 
mutual plan of operation, whereby 
policyholders share in the savings 
and profits of the company, the Cen- 
tral’s policyholders received in 1876 
the sum of $4,401.80, while in 1925 
they received dividends of $536,- 
473.27. Since the organization a 
total of $3,921,731.26 has been paid 
in dividends to the policyholders. 


A Shoe Store Merger 


New YorkK City.—Harry A. Gold- 
berg, of 231 Rivington Street, and 
Ben Winkler of 206 Rivington 
Street, New York, have merged 
their businesses under the name of 
Goldberg & Winkler and will con- 
tinue to operate both stores. 





Beggs & Cobb, Inc., Boston, Mass. 








est Virginia 


Not a substitute for—but an improvement 
over ordinary leather. 
Pulp Products Department 
WestVirginiaPulp& PaperCompany 
Detroit New York hicago @ 








On April 7 of this - 





T. W. Gogees, Pres. ¥, MB Jones, Tyee. 
G. Donald, Vice-Pres. 


F. E. JONES CO. 
FANCY COLORS 


MAT KID 














shoe patterns 


ARLE SHOE PATTERN CO. 


50 MAIN ST , BROCKTON, MASS. 


























IN STOCK 

BLACK BALLET SLIPPERS 
Ladies’ 
$1.26 pe. 
Misses’ 
$1.20 pr. 
Childs’ 
$1.15 pr. 

BLOG SHOE CO., INC. 
147 Duane St., New York, N. Y. 











BALLET SLIPPERS—IN STOCK 
of the unusual kind 


Style B102 Blk. Ged 
Kid, Soft T 

Child’s, 6 te 11—61.35 

Missoe 11 yy te a wr 149 
1.45 

SCHWARTZ & EBRDER, a, 

§; in Ballet Manufacture 

241 No. 11th Street - Philadelphia, Pa. 











America’s Favorite 


NU-SHINE 


Restores Color 
Preserves Leather 
Beautifies Footwear 


Makes Old Shoes Look New 
THE NU-SHINE Co. 
Mkt. St. Reidsville, N. C. 








SEE, 

mark of 
d shoe buckle 
C?N« ki 
L.ALTERSON « 


St SE NGw 


CEON WEIC” 


LOUIS J. COBLENTZ,M 
Blidg..New York 


Marbrid 
IMPORTED BUCKLES 


From oursown Paris Works 








No matter what policy you may 
pursue in selling to the shoe 
trade, nevertheless, you need the 


Boot and Shoe Recorder 
All the Time 








BETTER WINDOW CARDs 


§3 a month 


RECORDER SHOW CARD SERVICE 


Frames Cards 


180 W. Uadison St.-~Chicago 
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New Haven Has Style Show 


NEW HAVEN, CONN.—An event of 
unusual interest was held in the 
shoe department of the Edward 
Malley Co., on March 16 and 17. 

Parading behind an artistic parti- 
tion, which hid them except from 
their knees down, living models 
showed on the runway a beautifully 
varied assortment of shoes for 
every occasion. 

For evening—Gold and Silver kid 
and bejeweled satin slippers. 

For daytime wear the presenta- 
tion consisted mostly of kidskin 
shoes in exquisite shades of Grey, 
Beige, Bois de Rose, Parchment—or 
of charming combinations. Many 
models in this group added to their 
“smart” touches by reptile trims. 

For sportswear, models in Panama 
Straw and other novelty materials, 
including suedes in all the newest 
soft pastel shades. 

For the boudoir, a _ delightful 
array of mules in original designs 
and lovely color combinations. 

Each pair of shoes was shown 
with attractively blending hosiery, 
as an added attraction Miss Hilda 
Rau, well known stylist of Robert 
H. Foerderer, Inc., gave an interest- 
ing style talk. Eldridge Belhumeur, 
shoe buyer, arranged this timely 
showing of the season’s “smartest” 
footwear styles. 


Wilfred W. Russ Is Dead 


HAVERHILL, Mass.—Wilfred W. 
Russ, for many years identified with 
the shoe industry here, died at his 
home, 38 Saltonstall Road, on March 
24. For fifteen years he was asso- 
ciated with his father in shoe manu- 
facturing and for the last three 
years with the Merrimack Wood 
Heel Co. in Salem, N. H. He was a 
native of Haverhill and captain of 
the first football team ever organ- 
ized at the Haverhill high school. 
Later he went to Tufts and cap- 
tained the football team there for 
two years. 

He is survived by his widow, his 
father, John W. Russ, a son and a 
daughter. 


New Shoe Department 


OKLAHOMA CiTy.—Lazarus Bros., 
who operate the Cinderella store 
here, are to open an exclusive I. 
Miller shoe department in the B. & 
M. store. V. G. Early, who has 
spent fifteen years selling the better 
trade in the city, will be in charge. 
This new department will show 
shoes from $12.50 up. 
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TATEMENT of the Ownership, 

Circulation, etc., 

Congress of August 24, 1912, 
Recorder” published weekly at New York, N. 
for April 1, 1926. State of Massachusetts, 
County of Suffolk, s.s. 

Before me, a Notary Public in and for the 
State and county aforesaid, personally appeared 
Everit B. Terhune, who, having been duly sworn 
according to law, deposes and says that he is 
the General Manager and President of the Boot 
and Shoe —— Publishing Company, publishers 
of the ‘‘Boot and Shoe Recorder’ and that the 
following is, to the best of his knowledge and 
belief, a true statement of the ownership, man- 
agement (and if a daily paper, the circulation), 
ete., of the aforesaid publication for the date 
shown in the above caption, required by the Act 
of August 24, 1912, embodied in section 411, 
Postal Laws and Regulations, printed on the re- 
— of this form, to wit 

That the names and addresses of the pub- 
me editor, managing editor, and business man- 
agers are: 

Publisher: Boot and Shoe Recorder Publishing 
Co., Boston, Mass. 

Editor: Arthur D. Anderson, 

Managing Editor: Arthur D. 


8s. 
Manager: Wm. M. LeBrecht, 


Management, 
of 


Brookline, Mass. 
Anderson, Brook- 


Hing- 


2.’ That the owner is: (If owned by a corpora- 
tion, its name and address must be stated and 
also immediately thereunder the names and ad- 
dresses of stockholders owning or holding one per 
cent or more of total amount of stock. If not 
owned by a corporation, the names and addresses 
of the individual owners must be given. If owned 
by a firm, company, or other unincorporated con- 
cern, its name and address, as well = those of 
each’ individual member, must be give 
7 Owners: United Publishers’ Corporation, 
ork, N. 

James Artman, 4538 Chestnut St., Philadelphia, 
Pa.; George H. Buzby, 19th and Walnut Sts., 
Philadelphia, Pa.; Estate of Edmund D. Carey, 

. S. Carey, 1808 Broadway, New York City; 

. Frank, Pleasantville, N. Y.; Mabel a 
Griffiths, Montclair, N. J.; rs Lindsay, 
West End Avenue, New York City; J. H. M 

., 10th Avenue and 36th St., New York City ; 
Elizabeth 8S. Mekeel, Montclair, N. J.; C. A. 
Musselman, Merion, Pa.; A. C. 
clair, N. J.; Lelia C. Pearson, Montclair, 
Charles Swayne Phillips, Montclair, ae Oak 
M. Phillips, Montclair, N. J.; Publishers’ 
ties Co., Montclair, N. J. (see note) ; 
I. Ralph, 239 West 39th St., New York 
Charles T. Root, 2 West 67th St., New York City; 
Franklin T. Root, Bronxville, N. Y¥.; Olive Root, 
Bronxville, N. Y.; Root Securities Corp., 33 West 
42nd St., New York City (see note) ; G. Eugene 
Sly, 630 West 14lst St., New York City; Fred- 
erick C. Stevens, 325 West End Avenue, New York 
City; W. H. Taylor, Montclair, N. J.; Everit B. 
ae | Boston, Mass. 

NOTE: The stockholders required for Publishers 
gumatiien Co. are as follows: Mrs. Velma §8. 
Stevens, 325 West End Avenue, New York City; 
Ruth S. Kane, Montclair, N. J.; Dorothy S. John- 
son, New York City; M. J. Swetland, Trustee for 
Grace E. Swetland, Redlands, Cal. 

The Stockholders required for the Root Sevuri- 
ties Corporation are ag following: F. T. Root, 
Bronxville, ™ Bes F. Root, Bronxville, N. 
Y.; Ralph Root, Seeckiva, N. Y.; Royal P. Root, 
Denver, Colo.; Winifred Root, New York City: 
Esther S. Root, New York City; Waldo Root, New 
York City. 

3. That the known bondholders, mortgagees, 
and other security holders owning or holding 1 
per cent or more of total amount of bonds, mort- 
gages, or other securities are: (If there are none, 
so state). 

None. 

4. That the two paragraphs next above, giving 
the names of the owners, stockhol ders, and 
security holders, if any, contain not only the 
list of stockholders and security holders as they 
appear upon the books of the company but also, 
in nay where the Hy or security holder 
appears upon the ks of the company as trustee 
or ie 4 any other fiduciary relation, the name of 
the person or corporation for whom such trustee 
is acting, is given; also that the said two para- 
graphs contain statements embracing affiant’s full 
knowledge and belief as to the circumstances and 
conditions under which stockholders and security 
holders who do not appear upon the books of the 
company as trustees, hold stock and securities 
in a capacity other than that of a bona fide 
owner; and this affiant on no reason to believe 
that any other nm, association, or corporation 
has any interest direct or indirect in the said 
omy bonds, or other securities than as so stated 
y 

(Signature of General Manager and President) 
Everit B. Terhune. Sworn to and _ subscribed 
before me this 25th day of March, 1926. 

Margaret M. Murphy, Notary Public. 

(My commission expires December 28, 1928). 


New 


Pearson, Mont- 
Bw. d-$ 
Jennie 
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Add Shoe Department 


DEs MOINES, Iowa—Carley’s La- 
dies Ready-to-Wear Store recently 
added a line of women’s shoes. 


ee 
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Do You Know What 
a Stogie Is? 


Or a Slunk? 
Or a Skiver? 
Or an Everett? 


All the unusual names used in the 
shoe and leather industry, as well 
as those in everyday use, have 
been brought together in one 
compact volume—the fifth re- 
vised edition of the 


Shoe and Leather 
Lexicon 


But it is more than a trade dictionary 
—for in it, in addition to trade defi- 
nitions compiled by shoe and leather 
authorities, are to be found correct 
anatomical drawings of the foot, tables 
of foot and last measurements, stand- 
ard carton sizes, systems of size mark- 
ing, hosiery sizes, how to figure profits, 
classification of leathers, standard size 
lengths and many other features. 


An invaluable book for everyone con- 
nected with any branch of the shoe 
and leather industries. 


The Price Is Fifty Cents 
(Cash with Order) 


BOOT AND SHOE RECORDER 
PUBLISHING CO. 
207 South St. Boston, Mass. 











SHOE RECORDER 


ERE is an opportunity that is better than 

any “success story” you ever read. It 
doesn’t depend on lucky accidents, peculiar cir- 
cumstances or personal favoritism. 


Wanted: 


Men Who Can Grow 
Into a Partnership 


The sort of men who will answer this advertisement have 
gone as far as their jobs will let them. They want more 
responsibility, more independence. They will be interested 
in this Organization, which has grown because its Associates 
have grown. 


Salesmen are trained to become assistant managers and then 
managers. They are then admitted into partnership in those 
stores which they help to create (capital for which is ad- 
vanced and can be paid back out of earnings). Everybody's 
progress depends upon training the man below to take a 
bigger place. 


Growth of the J. C. Penney Co. 
Reveals Your Opportunity 


ROM the original J. C. Penney Co. store opened in 

1902, the institution has grown to 676 stores in 44 states. 
The sales in 1925 were $91,057,120.44. The Company opened 
115 stores in 1920, 59 stores in 1922, 104 stores in 1923, 96 
stores in 1924 and 105 stores in 1925. Every new store 
means a salesman promoted to managership. 


If you are this man 
WRITE or CALL! 


The man, in whom we are especially interested, is 
under 35 years of age and has had some experience 
in general or small department stores. He has not 
had the chance to show his real ability. He is 
familiar with one or more of the lines we sell—dry 
goods, ready-to-wear clothing, furnishings, shoes. 
No money investment required:but a real ability in- 
vestment demanded. If you think you measure up 
to this OPPORTUNITY, write to our nearest office 
for booklet, “The Next Ten Years.” 


A NATION-WIDE 
(\Pe mney 
* enn NT y VO. 


330 West 34th Street New York City 
1205 Olive Street St. Louis, Mo. 


When writing to advertisers please mention Boot anp SHor ReEcorDER 
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WOLVERINE (Waa 


CORD OVAN HORSEHIDE Officially adopted by the International 


Association of Masters of Dancing as 


Wears 1000 Miles << eee eee 
ond Sings Oe fos 


We also make a new BALLET SLIPPER 
COVER (Patent Applied For) to use for 
practice. 

Send for samples. 


Only One Exclusive Agency in a Town 
We advertise your territory for you. 








_ 
| 


MALYNCLU’'S ~ 304-306 W.42 St. NewYork 


Let me send you samples of my @ 


Consumer Demand Increas- 
ing with Every Dealer ere. ae ae ee 


tion to buy. I feel you ought 
to be familiar with my line. as 
it offers the very best sales 


The increasing demand for Wolverine Cordovan Horse- 
opportunities. 


hide shoes with every dealer is a logical result following 
the production of shoes that will give unusual service 
under every condition where work shoes are used. There 
is no leather in the world that will give the long wear 
obtained in Wolverine Cordovan Horsehide. We make 
that statement after getting hundreds of letters from 
every part of the country testifying to the unusual service 
from each pair. Dealers everywhere constantly tell us in 
letters and tell our salesmen of instances where Wol- 
verine Cordovan Horsehide shoes have given 18 months 
and more wear. Such service can do one thing for you 
—build your business profits. 


DELIVERIES 
FROM STOCK 








No. 305 at the right 
is made of Wolverine 
Shell Cordovan 


No. 304 at the left 
above is made of 
Wolverine Shell Cor- 


dovan Horsehide up- 
per and grease filled 
Wolverine Cordovan 
Horsehide soles, brass 
fastened. Practically 
seamless, it is a shoe 
that will give excep- 
tional wear and great 
comfort. The leather 
stays soft. 


Horsehide uppers with 
high full dirt ex- 
cluding tongue, two 
full grease filled Wol- 
verine Cordovan 
Horsehide soles, brass 
fastened. This is the 
husky all purpose 
shoe for  out-door 
spring work. 


PRICES 
No. 304—$2.15 No. 305—$2.45 


We buy horsehide butts on every market of the world 
—the shell section representing only 1/6th of the hide— 
these are selected with care, tanned by our own secret 
process in our own tanneries and made into shoes in our 
factories—we control everything from the hide to you. 
There is only one overhead—one profit—you are able to 
offer these longest wearing and most comfortable shoes 
made at popular prices to build more sales and more 
satisfied customers. 


Send for full catalog. 


WOLVERINE SHOE & TANNING 
CORPORATION 


Rockford Michigan 





TOE SLIPPERS 
BOX TOES 


618 BLACK KID 
Women's 2% to 8 $2.80 
Misses’ 11% to2 2.75 
Child’s 6 to 11 2.70 
No. 608 
PINK SATIN 
Women’s 2% to 8 $3. 
Misses’ 11% to2 3.35 
Child’s 6 to 11 


“ a a a 
STHIOE. PEF &. 
725~35 No.6&Street Philadelphia, P 


“The Place to Sell Hosiery Is the Shoe Store” 


THREE YEARS AGO “HOSIERY” 
started to preach that text to an audience 
of over 10,000 attentive shoe merchants. 
The sown seed is growing with amazing 
rapidity. All over the country shoe mer- 
chants are putting in hosiery depart- 
ments. Each month the idea grows 
bigger. 

So we say to you—the place to sell 
hosiery easily, is to the shoe merchant. 
The Boot and Shoe Recorder, through this 
Hosiery section, offers a direct approach 
to the most responsive group of hosiery 
buyers in the country. 


Boot and Shoe Recorder Publishing Company 


‘on, Mass. 


When writing to advertisers please mention Boot anv SHor RecorpEr 
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BETTY 


“IN STEP WITH FASHION” 
For the Smart Trade 


bps note the graceful lines of 
the chic one-strap. The illus- 
tration is developed in Patent with 
Parchment Calf underlay. Built on 
our 1300 Last with 19/8 Spike Heel 
and on our 1900 Last with 14/8 
Box Heel. 


Also in combinations of fancy col- 
ored Kids in all wanted shades. 


MADE TO ORDER ONLY 


Four to Five Weeks Delivery 


H. LAMPE 


Ly Shoe Co. 


SAINT LOUIS MANUFACTURERS 

















Coo emooomoroweorcemoren 


Trade Tested 


FOR over fifteen years the Fischer Pro- 
tector has served an appreciative public. 
The many thousand foot sufferers who have 
found quick relief with this ingenious device, 
regard it and the dealers who sell it, with 
grateful favor. 


For over fifteen years the Fischer Protector 
has been consistently advertised in a large 
number of magazines of national circula- 
tion. This advertising has created a nation- 
wide demand for Fischer Protectors from 
people to whom they seem indispensable. 


Link up your store with this advertising 
by letting the public know that you carry 
the Fischer Protector. It is a trade 
tested customer maker and customer 
holder. 


Your jobber can supply you with 
Fischers on call. 


KEEPS SHOES SHAPELY 


Made by 
Fischer Manufacturing Co. 
je tan wn bec 


When writing to advertisers please mention Boot anv Stor Recorver 
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Recorder rates for space less than one-eighth 
page per issue: 
Bpace ltime 7times 13times 26 times 63 times 
1 in......$5.00 $4.00 $3.50 $3.00 $2.50 


2in......10.00 800 7.00 6.00 6.00 
Zin......15.00 12.00 10.50 9.00 7.50 
4in......20.00 16.00 - 14.00 12.00 10.00 el" 


lication date. When 
for address. When a 





Otherwise insertion will be put over to the following week’s issue. 








CLASSIFIED AND OPPORTUNITIES DEPARTMENT 


ITION OR LIND WANTED—Four cents per word for each 
on. 
other ‘‘Want’’ advertisements, a 61 cents per 
insertion. Minimum amount accepted, $ 1.25. 
Ads under these headings will be received at the Boston 
Boot and Shoe Recorder up to noon on Monday of week 
answers 
of this office, twelve =e must be allowed in each 4 


their address, each Sa of the address must be gel = whe 
advertisement and paid for accordingly. 


Payment in advance is required, except when regular advertisers, as amounts are too small to open accounts 


Copy must be received at the Boot and Shoe Recorder, 207 South St., Boston, Mass., on 
Monday of the week of publication in order that advertisements be published same week. 


ount ai ed, seventy-five cents. For 
um am ecept ty: i oak 


a oie 96 Ge 
of pub- 
advertisers desire te come in care 


vertisers desire replies forwarded direc’ 


oe is 
to inch. Answers to ads must sent enter 

















SALESMEN WANTED SALESMEN WANTED 


SALESMEN WANTED 








SALESMEN WANTED 
A real opportunity for a few high caliber salesmen to 
represent MAISONETTE Shoes (see announcement 
on pages 65-66-67-68) in certain Eastern states. Write 
fully in confidence to Mr. Fred A. Mayer personally. 


F. MAYER BOOT & SHOE CO. 


Milwaukee, Wis. 











mei SHOE SALESMEN WANTED 


SA EN for Kentucky and Tennessee, also one for 
Southern Ohio and Indiana to sell popular 
priced line of women’s novelties carried in 
stock, on commission basis; excellent line for 
these territories. 


Address C-67, ¢/o Boot & Shoe Recorder, 207 
South St., Boston, Mass. 


Milwaukee work and dress 

Have good proposition for LL call. 

ber salesmen. Write giving full 

record, also references. 

STEVEN STRONG SHOE CO. 
Milwaukee, Wis. 














Craddock-Terry Company 
Shoe Manufacturers 


require the services of a high 
grade salesman for Philadelphia 
and vicinity. Interested only in 
a man who has demonstrated his 
ability to sell a large general line 
in this market. Address com- 


WANT SALESMEN 


Can oF ge! ool a line of Men’s Genu- 
ine n shoes with 9 and 10 
iron Bend Molen for $3.50 less +4 
discount? The greatest values in 
Young Men’s Snappy shoes in the 
World. Stock carried on floor. 
Don’t apply unless ou have an 
established trade. ‘ Sold on straight 
Commission basis 6%. 


COBLE SHOE COMPANY, 
HUMBOLDT, TENN. 


plete and detailed information to 
1-3-5 E. Lombard Street 
Baltimore, Md. 











Milwaukee Work Shoes 


Several choice territories open. 
Successful work shoe salesmen 
please write giving full record. 


STEVEN STRONG SHOE CO. 
Milwaukee, is. 








SALESMAN WANTED 


to handle medium price McKay novelties 
for several territories. Write what ex- 
perience you mer. have in first letter. 
Address Box C- 

Shoe Recorder, 207 South St., 
Boston, Mass. 

















WOULD YOU IF YOU COULD? 


Have a snappy factory line of women’s novelty McKays selling to dealers 


at popular prices—and for immediate delivery on an attractive commission 
basis? Perhaps you could if you would write to C-74, care Boot and Shoe 


Recorder, 207 South St., Boston, Mass. 





WANTED—Sideline salesmen with established 
trade to carry our line of Soft Soles and 
Juvenile shoes in Maine, Vermont, New Hamp- 
shire, Ohio, Kansas, Minnesota, North Dakota 
and other territory. New Fall Samples now 
ready. State full particulars in letter of appli- 
cation. Liberal commission. All correspond- 
ence confidential oH. H. Freeland, Inc., 
Rochester, N. Y. 





FLORIDA, Georgia, North Carolina, South 
Carolina, Kansas, Iowa, Nebraska, Illinois, 
Indiana, Wisconsin, Michigan, Massachusetts, 
New York, Connecticut, de Island, New 
Hampshire, Vermont, Maine. Above states 
open Side Line Children’s Turn novelties, 
priced to sell. Straight 7 per cent commission 
only. Lines mow ready. chuylkill Shoe Co., 
Orwigsburg, Pa. 





WE have several openings for side line shoe 
salesman. Our side line consists of shoe 
ribbon novelties, rhinestones, leathers and 
buckles, etc. When writing give us full details 
in your first letter. Address C-52, care Boot 
and Shoe Recorder, 189 W. Madison St., Chi- 
cago, Ill. 





SALESMAN WANTED. Detroit, Mich.; 
now available on established line of stitch 
downs made in modern up-state New York fac- 
tory. Six per cent commission. Good proposi- 
tion. Address C-71, care Boot and Shoe Re- 
corder, 207 South St., Boston, Mass. 





ALESMEN to carry side line of shoe store 
supplies and bailet slip; = in Middle West 
and South. Write full information as to quali- 
fications and experience in first letter. Man- 
vtten Findings Co., 145 W. Broadway, New 
ork. 





WANTED—Wide awake salesman to sell on 
commission direct from Southern factory, 
a line of popular priced snappy men’s welts 
in connection with a non-conflicting line in 
Virginia, North Carolina, South Carolina and 
North Georgia. State experience, age and 
references. Address C-69, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 





SALESMEN—Carry leather puttees as side 

line. Fast sellers. Territory guaranteed to 
live representatives. ‘Commission on all orders 
and re-orders. Major Legging Co., 7 Bleecker 
St., New York, N. Y. 





SALESMAN with established trade to carry 

side line of bedroom slippers, good sellers, 
for Massachusetts, Connecticut, New York. 
Address C-65, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 


H'G#H GRADE Specialty Salesmen Wanted 

to sell our gw mg high grade snappy 
line of Milwaukee ade popular priced ($5.00 
and $6.00 retail) men’s and y’s dress shoes. 
Must be full time experienced dress shoe sales- 
men—no side lines permitted. Straight com- 
mission basis with weekly advance to responsi- 
ble men, State age, names of past employers, 
territory traveled and amount shipped last 
year. Are opening up following territories: 
Louisiana, a a Alabama, Florida, Geor- 
gia, S. Carolina, N. Carolina, Tennessee, Ken- 
tucky, Virginia, W. Virginia, Maryland, Dela- 
ware, New Jersey and Pennsylvania. Address 
— & Chapline Shoe Company, Milwaukee, 

is. 
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LINE WANTED 


FOR RENT 


FOR RENT 





WANTED—A line of men’s, women’s or 
children’s shoes for Maine, New Hampshire 
and Vermont by a man who has traveled this 
territo for eight years. Good sales record 
and references. Address C-72, care Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 





XPERIENCED business woman traveling 

with shoe salesman husband wants hosiery, 
lingerie or other coordinating line. Address 
C-73, care Boot and Shoe Recorder, 207 South 
St, Boston, Mass. 


FROM MINNEAPOLIS TO THE GULF. 
The writer of this advertisement is a sales- 
man of broad experience among retail shoe 
merchants in that great territory extending 
from Minneapolis to the Gulf, as well as terri- 
tory west of the Mississippi River exclusive of 
the extreme Coast trade. He is desirous of 
securing a good line of ladies’ moderate-priced 
fancy shoes that can be retailed from $5 to 
$7. He has good contact with the best mer- 
chants and can secure satisfactory results on 
a satisfactory line. For further particulars 
address Box C-76, care Boot and Shoe Re- 
corder, 207 South St., Boston, Mass. 


TURN LINE WANTED FOR FAR WEST- 
ERN TERRITORY. I cover the best re- 
tail trade from Denver, West. I am desirous 
of securing representation of a line of Brooklyn 
turn shoes for eo Coast territory on a com- 
mission basis. I make four trips yearly from 
Denver, west to the Coast and can do a good 
business on a snappy line of Brooklyn turns 
as I have an established contact with the best 
merchants in my territory. Best of references 
furnished and required. For further particu- 
lars, address Box C-75, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 











POSITION WANTED 








tails address 





You Can Rent This 


Office and Sales Room in the 
Heart of New York’s Shoe District 


An unusual opportunity to sell and display one entire line or 
two non-competing lines in a light, convenient location. 


For de- 


C-64, Care Boot and Shoe Recorder 


239 West 39th Street, New York, N. Y. 





FOR RENT—Space in popular priced Ready- 


to-Wear store, Pittsfield, Mass., for the sale 
of Women’s shoes. Permanent window display. 
10 per cent of sales, with a minimum guar- 
antee of $125 a month. I 








WANTED TO PURCHASE 








If interested, write C-50, care Boot ‘and Shoe 
Recorder, 207 South St., Boston, Mass. 





A BRAND new store in a fireproof building, 
very modern double show windows, size 18 
x 75 ft., the basement of same dimensions and 
ample daylight. An ideal location for a ladies’ 
or ladies’ and men’s shoe business in the best 
a of the city of Ly Bedford, Mass., popu- 
ation more than 135,000, and opposite the =a 
Bedford Theatre. Rent reasonable, Inquire 
cseney Bogorad, 252 Union St., New Bedford, 
ass. 





FOR LEASE 





Open for Engagement 
Department Manager, Buyer, or Expert 
Footfitter. Mr. Shoe ler, if you want 
a man to relieve you of some of your 
duties and trials, get in touch with this 

party of experience. ay fur- 
hished. Bond if necessa Address 
Box C-70, care Boot and Shoe 
eae, 207 South St., Boston, 
ass. 











SHOE BUYER—18 years of buying promo- 
tional and merchandising experience. Very 
thorough, systematizer. es and stock 
turnover man. Excellent style man. Trainer 
of sales force. Big city man. Know all 
markets. Full of pep. Best of references. If 
you are looking for a real live wire, big vol- 
oe, shoe buyer here is your Sg 
Must be in city of 250,000 or more. 
Dennig, 4701% Maypole Ave., Chicago, nm 





MISCELLANEOUS 








REAP MORE PROFITS FROM 
SHOE DRESSINGS BY MAK- 
ING YOUR OWN 


We can supply formula and instructions 
for making a high class dressing that 
dyes and shines; all colors. Simple and 
very inexpensive to make in any quan- 
tity. Phos Formula Co., 549 Rush 
St., Chicago, Ill. 











CONSIGNED Shoes Wanted. Retail shoe 
company, three stores, established trade, re- 
quires partner, capital, or consigned shoes 
under contract. Address C-66, care Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 








WANTED TO PURCHASE 








ATTENTION 
SHOE FACTORY WANTED 
IDEAL LOCATION 
PLENTY SKILLED AND 
UNSKILLED HELP 
CLARENCE G. SMITH 


McSherrystown 
Adams Co., Penna. 














We have for lease 


A new Shoe Department in a live College 
town. Will consider only parties who 
will carry the better and popular-priced 
Ladies’ Shoes. For further information 
write, John M. Biggins, 333 
Seventh Ave., New York City. 

















FOR SALE 








SHOE STORE FOR 
SALE IN CALIFORNIA 


A shoe store in a lumber tewn of 
3000, north of San Francisco. 
Wonderful window display. Best 
location, reasonable rent. St 

consists of shoes for men, women 
and children and men’s furnish- 
ings. Invoice about $6000. For 
sale at invoice price. This is a 
cash proposition. Reason for sell- 
ing. Address C-51, c/o Boot & 











HIGHEST CASH PRICES PAID 
for entire shoe stocks. We also buy 
your surplus or slow sellers. Quantities 
no object. Retail or whol e. Short 
term a pg off your hands. 
Wire hone Correspondence 
confident Establishea 1890. 








CASH PAID 


for entire shoe stocks or surplus stocks 
of shoes or other merchan 
quantity. Prompt attention given. 


KIRSCH-BLACHER CO., Inc. 
622-624 Broadway, New York, N. 
Phone Spring 1443 








THE NEW YORK EXPORT 
PURCHASING CORPORATION 
596 BROADWAY, NEW YORK, N. ¥. 
Phone—Canal 6874 











CASH PAID 


for shoe stores or surplus stocks of 

shoes or for other merchandise. 

taken over. We will send a repre- 

sentative to investigate and make 

offer upon request. 

Kalter Cerf. Mercantile Co., Inc. 
591 Broadway, New York City 
Phone Spring 5160-5161-5162 


























Shoe_Recorder, 189 W. Madison MISCELLANEOUS 
St., Chicago, IIl. 
SALE—Retail Shoe S stablished c sT L. 
eta oe Store, ¢ is 
Fo 40 years. In Northern Vi inia cit . 20,000 BEADED BUCKLES 
population. Best location. en’s, omen’s 
a Children’s Shoes, popular priced. Clean and 
stock. Reason for sale, other interests. Ad- Ev. Type 
dress C-34, care Boot and Shoe Recorder, 207 ‘ery 
South St., Boston, Mass. A of ° 
Rhinestone 
FoR SALE—A complete equipped women’s Buckles 
nd tg and oe shoe seers as ane f and 
or tate s center. loing a usi- 
ness; best of reasons for selling at an extremely Ornaments 
reasonable price. Correspondence confidential. 
Address ‘C-56, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. Wide Variety 





F°8. SALE—4-story brick manufacturing 

snenes fprtakier System, Electric Gener- 
ators, etc Krinsky, 18 Daisy St., Law- 
rence, Mass. 





Send fer sample selection 
PumapecpHia SHor Novetry Co. 


Manufacturers 
1210 Ne. 7th St., Philadelphia, Pa. 
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Made Only of Wood 
for all lines 

IMMEDIATE 
SHIPMENTS 
Send for Catalog 


Tug Oscar Onnen Ca 
Tw. 


1 FOURTH $V. 


CINCINNAT), & 


do on 
Metal hxtures er Show Cones 


ONKEN } 


ESTABLISHED 1860 , 























ventors. 


condition. 





Milbradt 
Ladders 


made for 40 years 
by the original in- 


Made in all styles 
to suit any shelving 


Get our prices before 
placing your order 


Milbradt 
Manufacturing Co. 
2416 No. 10th Street 
ST. LOUIS, MO. 

















CUSHION 
TIRE 





—SNAKES— 


Genuine and Imitation 
ALLIGATORS 


Exquisite Pastel Colors with 
Gold or Silver Veins 


LEATHER DE LUXE CO. 


47 West 34th St., New York 


“Largest Importers 
Novelty Leathers” 














LABELS 





‘ TRA rive 
SHOE CARTONS 


aN BELLS 


PRICE-SiRVICE 


HOE Carne > slvels 

‘ ere 6 CABELS 2mm 
265°27t> LEXINGTON AVE 
BROORLYN N.Y 

cn MOL CARIOK 


MERC 


Compiete set of upes request, 
without obligation. 





“MANCHESTER” 


(Trade Mark Reg. U. 8S. Pat. Off.) 


CURVED JAW NIPPER 
Just the Tool for That Tack 


The only nipper 
made which is just 
the right shape to cut 
out tacks on the inside 
of shoes. 


“Manchester” 
Trade Mark Reg vu. 6. 
Pat. Off. 





nippers are made of 
high-grade tool steel, 
nickel plated, with a 
curved jaw that en- 
ables you to cut the 
tacks close to the in- 
sole. 

Be sure and specify 

Genuine 


“MANCHESTER” 


curved jaw when or 
dering. 

Write us direct if 
your dealer cannot 
| supply you. 

Price, $4.00 


Frank W. Whitcher Co. 


Patentees and Manufacturers 


Boston, Mass. fen 'W. Lake Be. 

























WOVEN 


SHOE 
LABELS 


The DISTINCTIVE and 
PERMANENT MARK 


Os Oe 9 OL EID 
WEAVING CO. 


33-39W 347TH ST. N.C. 
ad oval mn, Ab-1 OL), F-30) 1 18) 































RICO ICO 904-904. 90%. 904 904.904 90%. 304. 509-9 04 904 904 204-964 204. 





Shoe Carton 
Labels. 


f f 


> 


Se 
1s, 
@ Vy 


\ Rf 


DOO BOO IOO BOO 90% 90% 904 90% 90% 90% 904.90 B04.90-4.9-4. orn te, 

















A SHOE STORE NECESSITY 
“VARNUM” 
(Trade Mark Reg. U. 8. Pat. Off.) 


SIZE STICK 


The Most Popular Stick 
Used Today 


WHAT DO YOU USE? 


“VARNUM” 
Marked with Standard 
American, French, 

English 

Measures 
Three Styles 1-2-3 
RETAIL SHOE 
STORES USE 





To Your Jobber or Write Direct 
Manufacturers 


F. W. Whitcher Co. ‘amar 
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TAFT, CAL. — Miller’s Bootery, 
shoes, succeeded by Smith Bros, Inc. 

MIDDLETOWN, CONN.—Logan Shoe 
Shop (334 Main Street), shoes, re- 
cently incorporated. 

FRESNO, CAL.—Buttles Shoe Co., 
shoes, reported selling or sold out. 

Los ANGELES, CAL.—Henry Abbey 
(5228 West Washington Avenue), 
shoes, reported sold out to Joseph F. 
Kelly. 

HARTFORD, CONN.—Meyer Sacher 
(116 State Street), shoes, etc., re- 
ported selling or sold out. 

NEW BRITAIN, CONN. — Modern 
Boot Shop, Inc., shoes, succeeded by 
John Irving Shoe Co., Inc. 

WINSTED, CONN.—Toplitz & Dorf- 
man, shoes, etc., succeeded by 
Samuel Toplitz. 

Toplitz & Stavis, shoes, etc., suc- 
ceeded by Samuel Toplitz. 

H. Youmatz, shoes, reported ad- 
vertising to sell out business. 

CHICAGO, ILL. — Oscar Temkin 
(568 West Thirteenth Street), shoes, 
succeeded by Temkin & Schwartz. 

Bauer Bros. (“Bryn Mawr Boot- 
ery”) (1113 Bryn Mawr Avenue), 
shoes, succeeded by Victor B. Paul- 
son. 

CuHicaGco, ILtL.—Louis A. Blatz 
(1518 Devon Avenue), shoes, re- 
ported sold or closed out business. 

Harry Gordon (705 South Kedzie 
Avenue), shoes, reported selling or 
sold out business. 

KEWANEE, ILL.—Wedge & Robb, 
shoes, etc., succeeded by E. E. Robb. 

RockForpD, ILu.—Arthur E. Schu- 
lein, shoes, succeeded by Nelson 
Carveth Shoe Co., Inc. 

LA GRANGE, ILL.—Charles G. Dow 
(“Footwear Dow”), shoes, etc., re- 
ported selling or sold out. 

TOPEKA, IND.—Moser & Troyer, 
shoes, etc., succeeded by D. D. Moser. 

AUBURN, IND.—Woltes & Eisen- 
hour (“Red Goose Shoe Store”), 
shoes, reported sold out to Wm. D. 
Houtzer. 

HUNTINGTON, IND. (and branch) 
—Renner Bros., shoes, etc., reported 
sold out to Gillis & Levenshon of 
Saginaw, Mich. 

INDIANAPOLIS, IND.—Anna C. Feh- 
renback (Mrs.) (1101 Virginia Ave- 
nue), shoes, sold out to Peter R. 
Thoman. 

BURLINGTON, Iowa—Otto Davis, 
shoes, etc., succeeded by Harry Jans- 
sen. 

HAVERHILL, Mass.—Panores A. 
Xanakis (wife of Anestas), shoes, 





| CHANGES IN BUSINESS 
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etc., filed married woman’s certifi- 
cate. 

LAWRENCE, MAss.—Celia Fishman 
(wife of Abe) (478 Common 
Street), shoes, etc., filed married 
woman’s certificate. 

RANDOLPH, MAss.—Kelleher Shoe 
Co., shoe manufacturers, reported 
liquidating. 

BROCKTON, Mass.—Wing In-Sole 
Counter Co., Inc., manufacturers, 
capital stock increased by $50,000. 

LAWRENCE, Mass.—Alfred Kim- 
ball Shoe Co., manufacturers, capital 
stock increased by $50,000. 

GRAND Rapips, MicH.—Edwards 
Quality Shoe Co., shoes, incorporated 
with authorized capital of $12,000. 

ALLIANCE, NEB.—Baer-Alter Shoe 
Co., shoes, succeeded by Alter Shoe 
Co. 

WHITEFIELD, N. H.—R. J. Fiske 
(Mrs.), shoes, etc., loss by fire; will 
discontinue shoe line. 

PERTH AMBOY, N. J.—Klein & 
Nolan, shoes, succeeded by Frank 
Nolan. 

BROOKLYN, N. Y.—Lipp Shoe Co., 
Inc., shoe manufacturers, removed 
to 33 West Seventeenth Street, New 
York City. 

Samuels & Meyer, Inc., shoe manu- 
facturers, recently incorporated. 

Greater New York Sample Shoe 
Store, Inc. (129 Bridge Street), 
shoes, succeeded by Julius Hyman. 

Samuel Rosen (Public Bargain 
Shoe Store) (677 Manhattan Ave- 
nue), shoes, removed to High Falls, 
N. Y. 

CANTON, N. Y.—E. A. Bennett, 
shoes, etc., discontinued here—re- 
moved to Norristown, Pa. 

NEw YorRK CiTy—Asher Bass (127 
Church Street), wholesale shoes, re- 
ported selling or sold out. 

Edith and Estelle Cohen (“Hy- 
grade Boot Shop”) (327 Willis Ave- 
nue), shoes, reported sold out. 

HowarRD BEACH, N. Y.—Bartolo 
Manzella, shoes and repairing, re- 
ported selling or sold out business. 

JAMESTOWN, N. Y.—wWilliam N. 
Gokey Shoe Co., manufacturer, re- 

ported filed voluntary dissolution. 

CINCINNATI, OHIO—Schott Shoe 
Co. (516 Vine Street), shoes, re- 
ported will close out business. 

HENRYETTA, OKLA.—The Hub, 


Inc., shoes, etc., reported sold out to 
Kraker Bros. of Drumwright, Okla. 

TULSA, OKLA.—Eckert Shoe Co., 
shoes, incorporated with authorized 
capital of $10,000. 


105 


HAZLETON, Pa.—Jacob B. Narrow, 
shoes, etc., reported advertising to 
sell out. 

FLANDREAU, S. D.—Herbert L. 
Rehfeld, shoes, reported selling or 
sold out. 

SEATTLE, WASH.— Model Foot- 
wear, Inc., shoes, incorporated with 
authorized capital of $12,000. 

MILWAUKEE, WIis.— Edward A 
Luedke Shoe Co., Inc., shoe manu- 
facturers, succeeded by Milwaukee 
Shoe Co. 


Business Reverses 


FAYETTEVILLE, ARK. — F._ T. 
Wright & Son, shoes, etc., reported 
petitioned into bankruptcy. 

CHICAGO, ILL.—Frank Posluszny 
(3730 South Paulina Street), shoes, 
etc., reported petitioned into bank- 
ruptcy. 

Morris Begun (3006 and 4862 
Milwaukee Avenue), shoes, reported 
asking general extension. 

Walter Pufundt (4354 Fullerton 
Avenue), shoes, reported petitioned 
into bankruptcy. 

I. L. Rice (2114 West Twenty- 
second Street), shoes, reported as- 
signed. 

CHELSEA, Mass.—J. H. Tapper 
Shoe Co. (Julius H. Tapper, Prop.), 
shoes, reported assigned. 

Sargent Shoe Co., shoe manufac- 
turers, reported petitioned into bank 
ruptcy. 

Leo Flanzbaum (“Lynn Bargain 
Store”), shoes, reported petitioned 
into bankruptcy. 
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IDEAL ROLLING 
LADDERS 


are 
25% Cheaper 
ad Ra = 
Write for Oatdlog 
Buccess Furniture 
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WINDOW 


FIXTURES 
Made by 


Segall & Sons 


933 Arch St. 
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LOST! .3 cel —a Temper 


—a (customer 


Emsarrassinc situations of this sort are by no means unusuai. 
The unfortunate lady is not only placed in an embarrassing 
position but also in an exceedingly dangerous one—for the 
loss of a heel often results in a painful fall. Who’s to blame— 
the wearer, the manufacturer or the dealer? It doesn’t make 
much difference, for the victim always places the blame on 


Farsighted retailers forestall vain the dealer and he unknowingly loses a valuable customer. 
regrets by insisting on the use of 


AuenaW oop Hast Scanws ty she Your customers are entitled to security as well as style and 
manufafurer. An important little ° ° 
detail that will safeguard your comfort in their footwear. ALpHa Woop Hee Screws 


customer and help create goodwill eliminate loose wobbly wood heels. 


Toe VeVi Viv iVeVe 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 


"A*A{ AMAL ALALALALAL AL AL ALAS 
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ARLY every person who 
enters your store is a pos- 
sible purchaser of Repco 
Brushes and Daubers. Display 
Repco Brushes and Daubers 
prominently and call your cus- 
tomers’ attention to them. Take 
advantage of this fine opportunity 
for additional findings profits. 


Repco Brushes are made in both 
the stapled and wire drawn types. 
The wood and bristle stock are 
the finest obtainable and are 
equally good in both types, while 
the wax finish is carefully applied 
and is lasting. The two types dif- 


For Sale by 
Shoe Findings Dealers 


United Shoe Machinery 


Additional findings profits 
from Repco Brushes and Daubers 


fer only in the method of fasten- 
ing the bristle knots. 


Repco Daubers are made only in 
the stapled type. Like the brushes, 
they are made of the finest stock 
and finish. 








Show them 
in your 
windows 





San Francisco Branch, 859 Mission Street 


J. K. Krieg Company, 59 Warren Street, New York City 
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